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ouch Proofs 


Advertising agencies seem to be 
yery active these days in acquiring 
Histillery accounts. Is the contact 
man permitted to act as the official 
aster? 


7, ¥ 


One of the prizes at the recent 
moster contest was won by an archi- 
ectural draughtsman out of a job. 
Question: Is he still out of a job? 


ee 


After several years’ fruitless effort 
with special holiday packages, Men- 
nen has discovered that women pre- 
fer to do their own wrapping. The 
MDennison boys just laff. 
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When Gov. Ruby Laffoon appointed 
Mae West a Kentucky colonel, the 
rest of the coutry just guffawed, but 
to embarrassed Kentuckians it was 
not such a light matter. 


vveegy¥ 


Now that Kentucky has set the 
example, Iowa, home of the original 
corn-fed girl, ought to do something 
Sreal nice for Mae. 


- + = 


Convention chairman: “The next 
subject on our agenda is ‘New Busi- 
mess.’ ”’ 

Voice from the floor: 
vor of it.” 


“I’m in fa- 
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One of the Georgia Power Com- 
pany’s peaches acted as program girl 
at a sales meeting, featuring the slo- 
gan, “Look Twice.” But one. glance 
at the girl proved that the injunc- 
tion was unnecessary. 
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Los Angeles Advertising Club has 
started a series of “Consumers’ Con- 
mferences,” to give the customers a 
chance to tell what’s wrong with ad- 
mvertising. And of course they all can. 
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At the Los Angeles conference, 76 
mper cent of the consumers asserted 
mthat they weren’t influenced by tes- 
F timonials. This seems like a direct 
mslap at their fellow-citizens of the 
movies. 
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A Department of Agriculture 
spokesman now says it will be all 
right under the Tugwell amend- 
ments to treat children for worms 
with advertised remedies. But the 
remedy will have to name its worm. 
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ADVERTISING AGE reports that cig- 
Harette lighters are going to be ad- 
vertised this year for Christmas 
hgifts. Swell—that will enable the 
market to be extended to the non- 
smokers. 

vvwey 


Chesterfield is to try out the idea 
of broadcasting 15-minute sympho- 
nies. If the musical critics say that’s 
silly, Walt Disney will be ready to 
oblige. 
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“A touch of romantic glamour” 
has been added to Gorton-Pew ad- 
vertising by showing a fishing-boat 
in full sail. But why gild the lily 
when a sizzling codfish cake is all 
ready to have its picture taken? 
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Norge copywriters now send per- 
sonal messages to the dealers telling 
them all about the advertising. But 
Suppose the dealers all wrote back 
and told the copy men what they 
thought of it? 

Copy Cus. 


MONTHLY CHANGES 
IN CIRCULATION 
SHOWN BY STUDY 


A. N. A. Analyzes Four-Year 
Trend of Magazines 


New York, Nov. 2.—The increasing 
interest of advertisers in the per 
issue circulation figures of magazines 
is one of many interesting facts 
brought out in the third yearly edi- 
tion of “Study of Magazine Circula- 
tions” prepared by the Association of 
National Advertisers, members’ 
copies of which were mailed this 
week. ; 


The study is divided into three sec- 
tions, one covering five weeklies. an- 
other six women’s magazines, and 
the third five general monthlies. 
This year’s analyses are the first to 
extend over a four-year period, the 
two former editions covering only 
two years. 

The magazines studied are Col- 
lier’s, Liberty, Literary Digest, Sat- 
urday Evening Post, Time, American 
Magazine, Cosmopolitan, National 
Geographic, Redbook, True Story, 
Delineator, Good Housekeeping, 
Ladies’ Home Journal, McCall's, Pic- 
torial Review and Woman’s Home 
Companion, 


Show Much Fluctuation 


With reference to the fluctuation 
in circulations, the authors of the 
report say: “The graphs show that 
the circulations of these magazines 
change considerably from month to 
month and, in many instances, show 
wide spreads between corresponding 
months. <a 

“Due to the decided fluctuations in 
circulations throughout the year, 
publishers, with a few exceptions, 
deal in averages when quoting circu- 
lation to the advertiser. 

“The publisher makes an effort to 
keep these averages above the rate 
base of his publication. Where these 
decided fluctuations of circulations 
occur, advertisers may sometimes 
find themselves running copy in is- 
sues considerably below the ‘rate 
basis.’ ” 

The analyses show also that cir- 
culations have changed less than has 
been generally supposed the past 
four years, but that there has been 
a general decrease in newsstand 
sales which has been wholly or 
largely regained through boy and 
subscription sales. 


Divided into Sections 


Each study includes a supplement 
of several pages bearing a foreword, 
additional information and a general 
discussion of the analyses under such 
headings as “general introduction to 
the compilation of figures,” “special 
subscription offers,” “net paid aver- 
age circulation” and “circulation pro- 
duction.” 7 

An interesting feature is the high 
spotting throughout the four years 
of the percentage each channel of, 
production and each inducement pro- 
duced of the total single copy and 
subscription sales. 

The circulation committee of the 
A. N. A., which is in charge of this 
work, was created at the convention 
in November, 1931, and began to 
function under the chairmanship of 
Paul B. West, at that time associated 
with the National Carbon Company, 


(Continued on Page 8) 


TELLS AUDIT PLANS 
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Dr. Miller McClintock 


AUDITED REPORTS 
ON OUTDOOR SOON 
TO BE RELEASED 


0.A.A. Learns Detailed Plans 
at Annual Meeting 


Louisville, Ky., Nov. 1.—Detailed 
plans for the issuance of reports on 
outdoor advertising plants by the 
Traffic Audit Bureau, sponsored by 
the Association of National Advertis- 
ers, the American Association of 
Advertising Agencies and the Out- 
door Advertising Association of 
America were announced today at 
the annual convention of the last 
named association. 

Dr. Miller McClintock, director of 
the Albert Russell Erskine Bureau 
of Harvard University, and head of 

(Continued on Page 23) 


Detroit, Mich., Nov. 2.—The suit 
pending in federal court here be- 
tween American Tobacco Company 
and Theodore Rogvoy, Detroit manu- 
facturer, over the rights to the trade 
name, “Luckies,” for cigarettes has 
reached a significant point, with the 
court this week having under advise- 
ment the request of Rogvoy that 
American Tobacco answer over 100 
questions pertaining to the truth and 
accuracy of the company’s advertis- 
ing. 

While the original purpose of the 
action, instituted by American To 
bacco Company, was to restrain the 
Detroit manufacturer from further 
manufacturing, selling and advertis 
ing a cigarette under the trade name 
of “Luckies,” the suit has taken on 
the complexion of a battle over ad- 
vertising ethics. The point now at 
issue is whether an advertiser must 
substantiate advertised claims in a 
court of equity, if he is challenged 
to do so. 

The court decision over the new- 
est point raised will hold an impor- 
tant answer to persistent queries be- 
setting the advertising world as to 
just how far the government and its 
courts can and will go in regulating 
advertising. With the Tugwell bill 
furnishing one answer for food and 
drug manufacturers, the decision 
over the submitted questions in the 
Lucky Strike suit promises to indi- 
cate further to manufacturers in 
other fields whether the regulation 
trend will reach them. 


Restraining Order Issued 


American Tobacco Company has 
already been granted a temporary or- 
der restraining Rogvoy from further 
sale of his product under the ques- 
tioned trade name during the hear- 
ing of the suit. It has also been 
granted an order restraining Rogvoy, 


during the same period, from further 


Last Minute 


News Flashes 


Ziegfeld and Wade Join U. S. Advertising 


Toledo, O., Nov. 3—W. K. Ziegfeld and Edward R. Wade, formerly 


vice-presidents of Grace & Holliday, 


Detroit agency, have joined the staff 


of United States Advertising Corporation, Toledo. 
Mr. Ziegfeld will devote his efforts to copy and sales promotion, while 


Mr. Wade will handle new business and merchandising. 


“Los Angeles Record” Changes Hands 


Los Angeles, Cal., Nov. 3.—The 


Los Angeles Record, member of the 


Scripps League of papers, has been sold to the newly organized Post 
Newspaper Company, of which Leroy Sanders, for 14 years publisher of 
the northwest papers in the Scripps League, and Zack Farmer, former man- 
aging director of the Olympic Games, are the sole stockholders. 

The paper is now being issued as the Pést-Record. 


Pabst-ett Names Needham, Louis & Brorby 
Chicago, Nov. 3—Needham, Louis & Brorby, Inc., has been appointed 
to handle advertising of Pabst-ett Corporation, a subsidiary of National 
Dairy Products Corporation being formed to take over the cheese business 


formerly handled by Premier-Pabst 


Sales Company. A complete line of 


package and bulk cheese will be marketed. 


An aggressive national sales and 
is being planned. 


advertising drive, featuring Pabst-ett, 


Quaker Oats Sales Chief Dies of Injuries 
Chicago, Nov. 3.—Chauncey A. Bowman, for twelve years vice-president 
in charge of sales of Quaker Oats Company, died at St. Luke’s Hospital 
here this morning of injuries received when he was struck by a truck last 


night. 


Mr. Bowman, who had been with Quaker Oats for 45 years, was 64 
years old. He is survived by his widow and two daughters. 


Truth of Lucky Strike 
Advertising Made an 
Issue in Court Case 


seeking to press his claim to a copy- 
right on the name, “Luckies,” and 
his package. Prior to the institution 
of the suit, the Detroit manufacturer 
had been granted a registration of 
the name by the United States Pat- 
ent Office, and was awaiting the cer- 
tificate of registration when the tem- 
porary court order was issued here. 

On the legal premise that a com- 
plainant in a court of equity must 
come before the court “with clean 
hands,” Rogvoy charges that Ameri- 
can Tobacco has no standing in court 
because American Tobacco’s adver- 
tising indicates a “deliberate and 
studied attempt to deceive the pub- 
lic.” 

Among the features of American 
Tobacco’s advertising which are at- 
tacked are the “It’s Toasted,” and 
“Always Kind To Your Throat” 
claims, and the testimonials of cel- 
ebrities and physicians. 


Some of the Questions 


Was the testimony of the 20,679 
physicians, who were said by Lucky 
Strike to have asserted that their 
cigarette was “less irritating,” given 
before a judicial tribunal, notary pub- 
lic or or any public officer authorized 
to administer oaths? What are 
names and addresses of the physi- 
cians who testified? Was their testi- 
mony given orally or in writing? 
Were the physicians informed that 
their testimony with reference “to 
the less irritating effect of smoking 
Lucky Strike cigarettes would appear 
in advertisements in connection with 
claims made that smoking Lucky 
Strike cigarettes prevents irritation, 
prevents cough and is a prevention 
of obesity?” 

These are some of the questions 
put to American Tobacco, which that 
firm has refrained from answering 
voluntarily on the grounds that the 
information was given to them in 
strict confidence by the physicians, 
and that revelation of this informa- 
tion would be a breach of confidence. 

Rogvoy claims that the common 
law gives no privilege to physicians 
exempting them from testifying in a 
situation of this sort. The only phy- 
sicians’ communications which are 
privileged, he argues, are those be- 
tween physician and patient; not 
those between physician and manu- 
facturer, in which the physician gave 


| voluntary opinion. 


Attacks Label 


The legend on the Lucky Strike 
package, “A blend of the finest Turk- 
ish and domestic tobaccos (based on 
the original Lucky Strike tobacco 
formula) an entirely new principle 
in cigarette manufacture. ‘IT’S 
TOASTED,’” is also attacked. 

“What percentage by weight, if 
any, of Turkish tobacco is used in the 
manufacture -of Lucky Strike cigar- 
ettes? What percentage by weight, if 
any, of the Turkish tobacco used in 
the manufacture of Lucky Strike 
cigarettes is imported from Turkey? 
What percentage from Greece, from 
Balkan States, from other places 
than Turkey?” 

These are further questions asked 
in an avowed effort of the defendant 
to establish his claim that “there is 
no Turkish tobacco used in the man- 
ufacture of Lucky Strike cigarettes.” 
Rogvoy submits that “by Turkish to- 
bacco is meant tobacco grown in Tur- 
key. If tobacco is grown in Greece 
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ADVERTISING AGE 


November 4, 19 


or Bulgaria or Russia, it is not Turk- 
ish tobacco.” 

Lucky Strike denies this claim, 
saying that the designation, “Turk- 
ish,” is a generic term and applies to 
tobacco grown in a general region, 
and that it must not necessarily 
come from within the political bor- 
ders of Turkey. 


“Toasting” Also Attacked 


In this suit the old charge of one 
of Lucky Strike’s competitors that it, 
too, uses a heat treatment, which 
was set forth in a long series of the 
competitor’s advertisements, is re- 
vived, with the question, “In whai 
respect does the heat treatment ap 
plied to the manufacture of Lucky 
Strike cigarettes differ from the hea 
treatment applied by other large 
manufacturers of cigarettes?” 

Other questions, pertaining more 
immediately to the Lucky Strike 
Luckies issue, the original point o! 
the suit, ask whether or not the wor¢é 
“Luckies” has been used more exten 
sively by American Tobacco since Jan. 
uary, this year, when the suit was 
instituted, than before that time; 
and when the phrase, “Luckies 
Please” was first adopted by the com 
plainant as an advertising slogan. 

It is the claim of American To- 
bacco that since, “for many years 
past” it “has referred in its adver- 
tisements of Lucky Strikes to those 
cigarettes by the name of ‘Luckies’ 
and has affixed the name ‘Luckies’ to 
the cartons in which are packed 
packages of Lucky Strike cigarettes, 
which cartons of cigarettes have been 
sold to the public by the name ‘Luck- 
ies,’” that “not only the name ‘Lucky 
Strike,’ but the name ‘Luckies’ have 
been appropriated by the complain- 
ant as its common law trade marks, 
and are accepted by the public as 
such.” 

American Tobacco submits that 
the use of the name “Luckies” by the 
defendant and his use of a color 
scheme on labels and packages, which 
American Tobacco says is similar to 
theirs, is an infringement of their 
registered trade-mark, and also a vio- 


lation of their alleged common law 
rights to the words “Lucky Strike” 
and “Luckies.” 


Claims No Deception 


Rogvoy denies that American To- 
bacco has any right to a common law 
trade mark to the term “Luckies.” 
He denies that there is anything 
unique about the color and design of 
the “Lucky Strike” trade mark. His 
package, he says, “was not intended 
to, and did not deceive, and could not 
possibly deceive the public.” 

The Rogvoy package, according to 
the defendant’s bill, was not an imi- 
tation of the Lucky Strike one, in 
that on his package “there is no con- 
centric circle, but rather a horseshoe 
in silver, indicative of the popular 
conception of luck, and contains the 
words ‘Luckies,’ not ‘Lucky Strike,’ 
and the words, ‘A Perfect Blend,’ and 
not the words, ‘It’s Toasted.’ ” 

Among exhibits offered by Ameri- 
can Tobacco to support its claim of 
prior right to the term “Luckies” are 
samples of advertisements, ranging 
forward from 1926, containing such 
slogans as: 

“Luckies Taste So Good,” “Reach 
For A Lucky Instead Of A Sweet,” 
“Luckies Are Always Kind To Your 
Throat,” “There’s None So Good As 
Luckies,” and the “Do You Inhale,” 
and “Nature in the Raw” series, in 
which the term “Luckies” was used 
in the text. 


$20,000,000 in One Year 


Millions of dollars, American To- 
bacco says, have been continually 
spent since 1916, and are now being 
spent to advertise the various prod- 
ucts marketed under the “Lucky 
Strike” trademark, and particularly 
Lucky Strike cigarettes, “which are 
always associated with the unique 
color scheme described.” 

In 1932 alone, the suit reveals, over 
$20,000,000 was spent by American 
Tobacco Company to advertise its 
leading cigarette. 

The name “Luckies,” American To- 
bacco says, has been used continu- 


“VOICE OF EXPERIENCE” 


o Beginning with the January 

issue, Physical Culture, the 
Personal Problem Magazine, will 
inaugurate a new department to 
be conducted monthly by that 
anonymous radio celebrity, the 
“Voice of Experience.” His first 
contribution will be a frank dis- 
cussion of that all-absorbing, eter- 
nal and common personal problem 
—jealousy. 


That the “Voice of Experience” 
department will be a welcome and 
worthwhile additional feature in 
Physical Culture Magazine is prac- 
tically a foregone conclusion. It 
is right in line with this maga- 
zine’s long and successful policy 
of giving authoritative advice to 
its more than a quarter of a mil- 
lion family readers in their social 
and personal problems. 


In fact, the tremendous appeal 
and radio popularity of the “Voice 
of Experience” are based primarily 
upon the same fundamental hu- 
man needs and interests which 
Editor Bernarr Macfadden has al- 
ways recognized and given full 
heed to since the day he founded 
Physical Culture Magazine some 
35 years ago. People are first and 
last interested in themselves. Their 
own personal problems mean more 
to them than anything else in the 
world, the front page news re- 
gardless. 


This fact is dramatically demon- 
strated by the air success of the 
“Voice of Experience.” From one 
nation-wide hookup, he pulled 
300,000 problem letters. His 
weekly mail as a sponsored per- 
former on his single station 
broadcasts over WOR made real 
records. At present, the “Voice of 
Experience” is broadcasting five 
days for 15 minutes at noon and 


one evening a week over the na- 
tion-wide network of the Columbia 
Chain. There is no music on his 
daily program, no ballyhoo. He 
is just a quiet voice, giving ad- 
vice to troubled folks, trans- 
lating that advice into common 
help where help is needed. 


The “Voice of Experience” qual- 
ifies as a personal problem advisor 
because he can draw upon his 
own years of varied and extraor- 
dinary experience. Trained for 
surgery, he has studied psychology 
in the mass and in the mass-unit, 
in schools and in the field. For 
instance, he has been a guard in a 
reformatory, and has swung a pick 
side by side with convicts who 
accepted him as one of them. He 
has sat with judges on the bench 
and traveled for seasons on Cha- 
tauqua circuits with William Jen- 
nings Bryan as his opposing 
debater. 

The anonymity of the “Voice of 
Experience” is not a_ publicity 
gag. He tried to preserve it simply 
because listeners ordinarily un- 
burden themselves more freely to 
an anonymous voice than they will 
to a personality. If you doubt this, 
just you wait and see how the re- 
sponsive audience of more than a 
quarter of a million Physical Cul- 
ture families responds to the 
“Voice of Experience.” 


Ke 


AN ADVERTISEMENT FOR PHYSICAL CULTURE, THE PERSONAL PROBLEM MAGAZINE 


THE GIBSON FAMILY WORKS FOR OLD IVORY 


"Sally Gibson, what are those ved spots on your face?” 
Sally may be stubborn, but she's brave, in spite of Dr. 
MacRae’s beetling frown. 

“Uncle Doctor dear, | was trying to get more beaxtiful 
with some slick fancy soap, but it was too drying. 
Please don't scold me!” 


Do you suppose Sally will ever learn? If she had used pure 
genie Ivory Soap, Dr. MacRae wouldn't have bad to 
wold ber. 


% Thump! Thump! Thump! 
Pere Clancy's loving heart pounds like mad every 
time he takes a cup from Julia's smooth hands. 
"What's the matter, Mr. Clancy?” ashs Julia 
demarely, a1 she dabbles those bands ina 
dishpan of Ivory suds. Don't you like 

te dry dishes for me?” 

“Sure!” says Pete, all pimk im the ears. 

Julia smiles—and silently thanks Mrs. Gibson 
for saying, “Yes, Julia, use Ivory for 
everything. It will keep your hands 

nice when you serve the table!” 


unless your soap is pure 


Gracious! What will beauty soaps 
promise you next? Already they offer 
you plenty of dazzling bait 


oils... mysterious ingredients .. . 


grand if your skin were like a sponge. 
But it isn’t It can’t absorb oils or 
mysterious ingredients. No one 
knows this better than your doctor. 
W'hout a moment's hesitation he 
will tell you: “The more pure your 
soap is, he smoother and finer your 
complexion can be.” 

That's why doctors recommend 


Iv 
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“Henry, why all the strong words?” pleads Mri. Gibson 
from the wext room. 

“Why?” bellows Mr. Gibson. “Because I'm due at the 
club at 4—and I can't get inte my socks! Sara, they've 
shrunk te half my sixe—and they've as stiff as boards!” 
“Ob, Henry,” sighs Mrs. Gibson, “that was the pair you 
took South last wenter. 1 wish woald ward 
woo! stockings im lukewarm Ivory suds!” 

Okay, Mrz. Gibson. Sslespeople say that Ivory Flakes 
are so gentle that they do not shrink the woolest wool! 
(Wool is like baby-skin. It needs as pore soap.) 


Ivory Soap. Ivory does not have to 
masquerade behind beaucy mysteries. 
Ivory's purity is so gentle that doc- 
tors recommend it for the skin of 
new-born babies. 

There is nothing irritating or dry- 
ing in pure Ivory. No free alkali, no 
free fatty acids, no mineral bleach. 
Tonight let your face tell you about 
Ivory'’s purity. Smooth on lots of 
sweet bubbly Ivory lather. Follow up 
with a warm rinse, then a cool one. 
See how pleased your face “els after 
such gentle treatment. Sensitive com- 
plexions love pure Ivory Soap. 


ory Soap 


PURE - 


. beauty 


99"“/ee%s IT FLOATS 


Mr. and Mrs. Gibson, as well as the maid, point several morals for 
Ivory soap in this 1,000-line newspaper advertisement which ran in a 
selected list of dailies. 


ously in all media since the institu- 
tion of its radio programs. 

Most people now ask for “Luckies,” 
instead of “Lucky Strikes,” the com- 
pany maintains. “Luckies,” they say, 
has become their commercial signa- 
ture, and the good will attached to 
the symbol is worth many millions 
of dollars. 


Decision over admittance of the 
submitted questions is expected 
shortly. Should the court rule that 
they must be answered, the answers 
will become matters of public record. 


SEEK SINGLE 
NRA CODE FOR 
ALL DAILIES 


New York, Nov. 2.—The proposal 
that all daily newspapers be brought 
under the jurisdiction of a single 
code, on the authority of which all 
associations having daily members 
would be represented, was taken un- 
der consideration at a conference 
Tuesday between Deputy NRA Ad- 
ministrator Lindsay Rogers and 
members of the code committees of 
the American Newspaper Publishers 
Association and the National Edi- 
torial Association. 


There was no indication from any 
quarter that the all-inclusive code, 
if adopted, would contain rules gov- 
erning fair competition. Code com- 
mittee members pointed out, how- 
ever, that this issue and others await 
final rulings. 

The daily code commonly known as 
the A. N. P. A. code is sponsored not 
only by this association but the sev- 
eral regional associations, all to- 
gether having a membership of 1,261 
daily newspapers. Of this number, 
70 per cent have circulations of less 
than 25,000. 

The National Editorial Association 
has 519 dailies in its membership 
which have voted approval of the 
fair trade practice rules contained in 
the N. E. A. code. 

Many members of the A. N. P. A. 
have taken the position that it is 


practically impossible to draw up 
standard rules of fair competition for 
dailies that would be equitable to 
newspaper advertisers and subscrib- 
ers alike because of the highly vari- 
able local conditions. Another objec- 
tion to codification is based on the 
intrastate character of newspapers. 


Employes Heard 


Representatives of the National 
Editorial Association withdrew from 
the conference Tuesday night to at- 
tend conferences on the graphic arts 
code starting Wednesday at Wash- 
ington. 

The A. N. P. A. group remained 
in session here today to negotiate 
with representatives of mechanical 
and editorial employes. A request 
by counsel of the Newspaper Guild 
of New York that a 30- to 60-day 
period be set during which publish- 
ers are to collect data on hours and 
wages of editorial employes as a 
basis for arriving at satisfactory 
minimums was approved by the pub- 
lishers. 

Representing the National Edi- 
torial Association at the conference 
were Walter D. Allen, president; 
Keen Johnson, Lea M. Nichols, K. F. 
Aldrich and C. A. Baumgart. 

A. N. P. A. officers and committee- 
men attending were Howard Davis, 
president; George M. Rogers, E. H. 
Harris, Walter M. Dear, J. D. Bar- 
num, W. E. MacFarlane, Chas. H. 
Taylor, W. W. Hawkins, J. G. Stahl- 
man, Wm. F. Meeten, W. F. Wiley, 
H. L. Rogers, John Stewart Bryan, 
Cc. R. Butler and Wm. H. Reed. 
Headquarters members of the com- 
mittee present were L. B. Palmer, 
general manager; Harvey J. Kelly, 
special standing committee, and 
Elisha Hanson, attorney. 


Introduce Cold Kit 


The Arzen Laboratories, Inc., Clin- 
ton, Ia., is using space in rotogravure 
sections of metropolitan papers to in- 
troduce the Arzen Cold Kit, which 
includes nasal oil, chest rub and 
cough drops. 


Sales Rally by Radio 


The Occidental Life Insurance 
Company has inaugurated a series of 
sales rallies to be held on the Pacific 
coast network of the National Broad- 
casting System. Monthly “radio 
meetings” are planned. 


PAINT IS ONL 
OUTDOOR MEDIUY 
OPEN TO WHISKY 


Louisville, Ky., Nov. 2.—The Oy 
door Advertising Association 4g 
America, which closed its conve 
tion here today, has decided not 
rescind the 18-year-old resolu 
which bans the acceptance of liquo 
advertising by any poster plant 
the association. This means t 
for the present, at least, any outd 
advertising of whiskies and othe 
hard liquors will be restricted 
painted bulletins. 


The Poster Advertising Associa) 
tion of America adopted this posi 
tion by resolution in 1915, four yearn 
before national prohibition went int 
effect. At that time the mediuy 
was carrying approximately $1,500, 
000 worth of liquor advertising 4 
year, and it all went into the dis. 
card. The poster group later took 
over the painted bulletin operators, 
and inasmuch as the original resolv. 
tion did not apply to that form of 
outdoor advertising, the decision of 
the association today not to rescind 
the resolution which has been in ef. 
fect for the past eighteen years was 
held by authorities not to apply to 
painted bulletins. ' 


Referendum Is Favorable 


J. B. Stewart, of Clinton, Ia., chair 
man of the legislative committee of 
the association, who reported at the 
session on Tuesday, said that the re: 
sults of a referendum to association 
members was favorable to the ac 
ceptance of liquor advertising as in 
dicated by a vote of 336 to 291. 
However, the number of votes was 
not considered sufficiently large to 
indicate sentiment accurately, an 
Mr. Stewart expressed the opinio 
that the acceptance of poster adver. 
tising of whisky might lead to ef: 
forts to enact legislation adverse to 
the outdoor medium. 

The decision to take no action in 
the direction of changing the stat 
of liquor advertising was thus re 
garded primarily as an indication of 
a desire to maintain favorable pub 
lic relations. Opponents of outdoor 
advertising, leaders of the industry 
felt, might use a change of policy 
as a means of developing adverse 
sentiment. Furthermore, it was be 
lieved that state regulations of 
liquor advertising and other matters 
affecting the business will be better 
defined during the next’ twelve 
months, and hence that action on 
the subject could be deferred to ad- 
vantage until the convention of 1934. 


Additional G.M. 
Changes Made 


Detroit, Mich., Nov. 2.—Announce 
ments of additional appointments D 
the new General Motors individual 
unit set-ups, reported in the Oct. 28 


issue of ADVERTISING AGE, continued 
this week. 

For Oldsmobile, H. A. Trevellyan. 
has been named assistant general 
sales manager; R. M. W. Shaw, st 
pervisor of advertising and sales pro 
motion; V. C. Havens, advertising 
manager; R. E. Griffen, manager 
car distribution, and A. R. Boscov, 
parts merchandising manager. 

For Chevrolet, H. B. Hatch and 
Felix Doran, Jr., have been appointed 
assistant general sales managers. 


Watson Joins Budd 


Harry H. Watson, for nine years 
with Scripps-Howard newspapers, 
and more recently with New York 
American, has joined the New York 
sales staff of The John Budd Com 
pany, newspaper representative. 


Rex Gay Appointed 


Rex Gay, formerly connected with 
Liberty and Popular Mechanics, has 
joined Lubrication and Maintenance 
i as advertising representa 

ve. 
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Cash with order outpulls 


free offer 
22,557 to 13,889! 


It ran in The Comic Weekly on Christmas Day, 
last year, and it’s still pulling! It was a page on 
Woodbury’s Soap, a product primarily for women, and 
a 25-cent soap at that! Its appeal was sophisticated. 
Its accent was on smartness. It told a complete reason- 


why story, with plenty of straight reading matter. 


It made two offers for the reader to choose be- 
tween. One was a straight free coupon offer, a cake of 
Woodbury’s Soap. The other required the enclosure of 
10 cents with every coupon for a week-end kit. 


And the last report, with coupons still coming in, 
showed that the offer requiring cash with the order had 
outpulled the free coupon better than 3 to 2! 


Chalk up another for Pop-Eye and his pals in 
The Comic Weekly—another record of success to add 
to the long list already to their credit! It will pay you, 
Mr. Manufacturer, to study this list. It can’t be dis- 
missed. It’s available. Why not take a look at it today? 


for ringside advertisers 


In The Comic Weekly .. .“‘Puck”... which is distributed with the 17 great 
Hearst Sunday newspapers, you meet Tillie the Toiler, Jiggs, Boob McNutt, 
Barney Google, Felix the Cat, Skippy, Pop-Eye, Toots and Casper, Little 
Jimmy—yes, and those old favorites, the Katzenjammers! 


With these tremendous features—and smaller strips by the same artists in 
addition—is it any wonder that more than five million families follow 
The Comic Weekly “Puck” zealously every week? 


What an advertising opportunity full pages in The Comic Weekly offer! 


It isn’t claims, it isn’t theory—it’s results 
that have jumped advertisers from one 
page to full schedules in The Comic 
Weekly—results you’re welcome to study. 


P-EYE is a hero with millions. Many a presidential 
candidate would welcome the friendship of as many 
people. He packs a greater wallop than Dempsey ever 
had, but he’s kind and gentle to youngsters. And when 
Pop-Eye tells them to eat spinach he gets more results 
than all the doctors in America. 

A ringside seat in more than 5 million homes is a 
seat worth having! There Pop-Eye and his pals in The 
Comic Weekly, distributed through the 17 great Hearst 
Sunday newspapers, hold more than 15 million spec- 


tators breathless with interest. 


The 


959 Eighth Avenue, New York City 


Everybody reads the comics 


Comic Weekly 


Eye packs a wallop | 


Who reads The Comic Weekly? Everyone! Because it has 
an appeal everyone can understand. Children? They eat 
up every line, every word. And they’re the world’s best 
salesmen for any advertiser who knows how to use 
them to get his product into a home. Grown-ups? An 
actual survey shows that 72% of all women and 68% of 
all men regularly read the comics! 

To them it’s loves, laughs, thrills and tears —the 
great common denominators of human interest — 
the fundamentals of all entertainment. 

But it’s a 100% business proposition to the forty-odd 
advertisers who regularly use The Comic Weekly. They 
get their results in good cold cash, or they wouldn’t stay. 

Get the facts! You’re free to look over an impressive 
mass of evidence any time you say. A call to COlumbus 
5-2642 in New York, or Superior 6820 in Chicago, will 
bring you something to think about! 
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Mae West Leads the Way to 
Agricultural Relief 


Although nobody disputes the sin- 
cerity of Henry Wallace, Secretary 
of Agriculture, it is becoming in- 
creasingly evident that as far as 
farm relief is concerned, he is dis- 
tinctly secondary in influence to Mae 
West. 

Those who have seen the star of 
“Diamond Lil,” “She Done Him 
Wrong” and “I’m No Angel” on 
stage or screen need no detailed 
descriptions to understand that the 
buxom form of Miss West, which 
has already begun to influence the 
styles of women’s garments, was 
not attained through the medium of 
Hollywood or any other kind of star- 
vation diets. On the other hand, she 
admits a fondness for beefsteak and 
plenty of what goes with it. 

The public has taken to Miss West 
and her healthy, vigorous fun as it 
has seldom done in recent years. 
As a result, it is becoming fash- 
ionable to be as well-rounded and 
as generously upholstered as Miss 
West. The fashion experts say, 
“Curves are coming back.” Women 
look at the voluptuous outlines of 
the well-fed form of the current 
screen idol, and instead of feeling 
that she is old-fashioned, decide 
that she has set a new fashion. 

All of this is going to mean a lot 
to farmers and to the manufacturers 
whose food products are based on 
the soil. Women, who not only buy 
for themselves but for their families, 
and who are the chief controllers of 
that part of the family budget spent 
for food, are going to look more 


kindly on the proteins and the 
starches which they have eschewed 
heretofore, and are going to wel- 
come the extra poundage which will 
elevate them from flyweights to 
bantamweights, from featherweights 
to lightweights, from welterweights 
to middleweights. The stylish stout 
is coming back. 

While all of this may have its hu- 
morous side, it is serious business 
to those who are interested in in- 
creasing food consumption, in stimu- 
lating the intake of those staples of 
diet which tend to build tissue, and 
which provide the energy and fat 
with which reserve strength is 
stored up. When Miss West an- 
nounces that men like peppy women, 
and that pale, undernourished lilies 
can’t attract virile males, every 
woman stops, looks and maybe 
learns something new. At any rate 
she no longer hesitates to take that 
piece of apple pie or that double 
chocolate sundae. 

While Secretary Wallace has been 
bribing farmers to send their little 
pigs to market, to plow under the 
third row of cotton and to withdraw 
their wheat lands from production, 
Mae West is stepping out and solv- 
ing the problem by the simple meth- 
od of inspired example. And while 
the Department of Agricuiture is 
vainly trying to control nature and 
reduce the supply, Miss West is 
calmly proceeding to increase the 
demand. And every advertiser knows 
that she has the right answer. 


The Tugwell Theory of No Profits 


Professor Rexford G. Tugwell, as- 
sistant secretary of agriculture, who 
is the sponsor for the amendments 
to the food and drugs law now at- 
tracting so much discussion, does not 
limit his activities to the field served 
by the department. As one of the 
brain trust, he is rendering service 
by speaking from various public plat- 
forms in support of other policies 
of the Roosevelt administration. 

In a recent talk on the subject 
of the currency, and in answer to 
arguments in favor of a stabilized 
dollar, Professor Tugwell answered 
by saying that this in effect is ask- 
ing for assurance of profits for busi- 
ness, and that the policy of the gov- 
ernment is against the accumulation 
of corporate surpluses, and in favor 
of higher wages and higher incomes 
for farmers. He insisted that profits 
must be after, and not before, the 
latter objectives are accomplished. 

Advertisers are interested in this 
theory because they know that most 


new products which are advertised 
into favor are financed out of sur- 
plus. Profits which companies accu- 
mulate in good times enable them to 
carry their organizations through 
bad times. And profits likewise are 
distributed to stockholders as well 
as to wage-earners, and thus enable 
buying power to be distributed in 
dividends as well as payrolls. 

Enterprise of the kind which is 
accompanied by aggressive advertis- 
ing and which, especially in the case 
of aids to better and more comfort- 
able living, represent the creation 
of new markets and the development 
of new sources of wealth, must have 
profits in order to exist, to survive 
and to grow. And the public shares 
in those profits directly and indi- 
rectly. 

The policy which says “no profits,” 
but insists on high wages, short 
hours and low prices, may be found 
in the long run to be putting the 
cart before the horse. 


Information 
forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 534. Vertical Study of Radio 
Ownership, 1930-1933. 


An impressive analysis, by eco- 
nomic levels, of radio homes, based 
on a complete cross-tabulation of al- 
most 14,000,000 family records by the 
U. S. bureau of the census, and made 
especially for Columbia Broadcasting 
System, by whom it is distributed. 
Replete with charts and statistics for 
the country as a whole and for indi- 
vidual states. 


No. 446. The Shadow of a Man, 


“There was once a Sacred Number, 
and its name was Eighty-five,” this 
booklet by Redbook Magazine asserts, 
pointing out that advertisers once 
thought 85 per cent of all purchases 
were made by women. “Today, the 
Sacred Number is losing its punch. 
The true buying unit is The Family.” 
The attractive booklet contains re 
productions of the current series of 
advertisements in advertising papers 
which Redbook Magazine has used to 
stress this point. 


No. 528. Proof—Advertising Can Be 
Effective in the High Places. 
Results of a study of advertising 

effectiveness, conducted among its 
subscribers by Business Week. The 
book points out how advertising 
makes a sales story stick and how 
it builds preference for the adver- 
tiser’s goods. Particularly valuable 
for the light it throws on so-called 
institutional and other business ad- 
vertising, the effectiveness of which 
cannot be gauged by coupon returns 
or direct sales. 


No. 530. Magazine Advertising as 
the Foundation of the National 
Selling Plan. 

An unusual brochure composed of 
six advertisements published in the 
interest of the magazine industry by 
W. F. Hall Printing Company, which 
point out the peculiar advantages of 
magazine advertising. 


No. 531. Herself. 


A beautiful and impressive bro- 
chure published by McCall’s, stress- 
ing the value to advertisers of the 
divisional make-up of the magazine. 
This brochure is devoted primarily 
to the Style and Beauty section, and 
includes beautiful reproductions of 
the covers of this section. 


No. 522. Telling it to Sweeney, No. 30 

In usual New York News style, this 
booklet, first of the “Tell it to 
Sweeney” series of booklets to be is- 
sued in some time, amuses and in- 
structs. It contains, in addition to 
data on the News, as a medium, much 
comment on general merchandising 
trends, new ideas, etc., which should 
prove interesting to every advertis- 
ing and merchandising man. 


418. A Million Women with Mil- 
lions to Spend. 


“We have a million women look- 
ing for bargains—what have you to 
sell?” this booklet published for 
Fawcett women’s group, comprising 
Hollywood, Screen Book, Screen 
Play and True Confessions asks. 
The booklet analyzes rates, quotes 
the experience of advertisers in the 
publications, and presents facts of 
interest to advertisers selling to 
women. 


No. 468. Fadeless Publicity. 


An interesting presentation show- 
ing the wide variety of sizes, designs 
and colors in which enameled iron 
signs may be secured, and the uses to 
which they may be put. Also in- 
cludes details on cost, method of 
productions, and full color showings 
of signs made by Ingram-Richardson 
Manufacturing Company, by whom 
the book is published. 


NOTE FOR A THRIFTY DISTILLER 


"Wanna buy some labels?" 


—ZJudge. 


Finds “A. A.” Essential 


To the Editor: 


formation for Advertisers” 


nor a national advertiser I am very 
much interested in such material and 
should find it very valuable in my 
work as a teacher of marketing. I 
hope I may be judged eligible to re- 
ceive this material. 


ments in the advertising field. The 
issues are kept on file in our depart- 
mental reading room for the use of 
our students also. 


Henry B. Moore, 


Carnegie Institute of 
Technology, 


Pittsburgh, Pa. 
vgwy 


Wants Information on 


To the Epiror: This organization 
is interested in learning where a list 


houses may be found. By this we 
mean a list or directory from which 
we might take the names of printing 
plants producing publications of 
50,000 or more in circulation. 


If you have any suggestion as to 


‘la possible source, it will be sincerely 


appreciated. 
JoHN H. SHEEHAN, 
South Bend Lathe Works, 
South Bend, Ind. 


* FF 


Expresses Thanks 
To the Editor: Congratulations on 
the excellent coverage of the A.B.C. 
convention by ADVERTISING AGE, and 
thanks for your continued and valued 
support of the Bureau. 


P. L. THOMSON, 
President, Audit Bureau 
of Circulations, 

New York. 


7, ¥ ¥ 


Inter-City Bowling 


Tournament Launched 
To the Editor: The Detroit and 
Los Angeles advertising clubs are 
planning a telegraphic bowling 
match to be held possibly the second 
or third Saturday in December. The 
Detroit club will bowl at 4 p. m., E. 
S. T. and our Los Angeles club will 
bowl at 1 p. m. P. C. T., so that both 
teams will be bowling simultane- 
ously. 
We would appreciate it very much 
if you would print a notice about 


this proposed match and say that 


I should like, from 
time to time, to get copies of some 
of the documents noted in your “In- 
column. 
Although I am neither an agency 


I find ADVERTISING AGE essential to 
keeping posted on current develop- 


Magazine Printing Plants 


of the larger magazine publishing 


Voice of the Advertiser | 


both clubs would be willing to make 
it a tournament affair. Any adver. 
tising club team could enter. 


It would be stipulated that every 
man bowling be a regular member 
of the advertising club he represents 
and have an established average with 
the bowling association in his city, 

Any teams wishing to enter the 
tournament should address a letter 
to the writer at 1550 W. Washington 
St. 


W. F. Macr1, 
Foster and Kleiser Company, 


Los Angeles, Cal. 
vvwyY 


You’re Right, But 

Why Them Harsh Word? 

To the Editor: From Rough 
Proofs, Oct. 28 ADVERTISING AGE: 

“A shoe manufacturer announces 
that his product offers ‘comfort con 
cealed by style.’ The class in applied 
psychology is invited to guess what 
portion of the so-called human race 


is more interested in style than com: 
fort.” 


Why, 99.44 per cent of all women 
between 18 and 40, you egg! 
Martin J. Conn, 
Bayless-Kerr Company, 
Cleveland, O. 


vvy 
An Old Adage Is 


Borne Out Again 

To the Editor: 

sales needed.” 

old adage, “Great minds run in the 

same channel,” comes to us forcibly 
at times. 


In your issue of Oct. 21, this head- | i 
ing appears—“Yardstick for sales 


needed”—uttered, according to the 
article following it, by a gentleman 
of the fraternity who make up the 


profession which seems to have be _ 


come the “father confessor” of the 
poor, bewildered merchants and of 
those who “have to sell.” 

Back to the adage: On Aug. 1 of 
this year, we sent to a selected, but 
very large, list of manufacturers 
a brochure entitled, “An Executive 
Yardstick,” written by George W. 
Murphy of our staff, a copy of which 
is enclosed, which leads us to allow 
our ego to expand, to limited bounds, 
inasmuch as at least one other great 
mind travels in a neighboring chan- 
nel. 

We would not for a minute inti- 
mate any plagiarism, but could not 
resist the urge to call your attention 
to the adage before mentioned. 


Russet C. Comer, 
Russell C. Comer Advertising 
Agency, Kansas City, Mo. 


“Yardstick for 
Strange how the old, 
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about the right alcoholic content, but | razor,” “blue blades for Gillette 47 state legislatures in session 
Stronger Beer if they find that a more potent razors,” or any similar term applied OUTDOOR CODE 1933, all affecting outdoor advertiy 


Gives New Job 
To Advertising 


Chicago, Nov. 2.—In all of the 
furor about the return of whisky, a 
new advantage to be vouchsafed to 
beer manufacturers has been over- 
looked, an agency for a_ brewer 
pointed out this week. 

“When the Eighteenth Amend- 
ment is repealed,” this spokesman 
explained, “regulations as to the al- 
coholic content of beer will automat- 
ically be repealed. Therefore, brew- 
ers will have an entirely new story 
to tell and they are now pondering 
the best way to relate it.” 

Consumption of beer has fallen off 
sharply recently, this agency man 
pointed out. This is due in part to 
the fact that the novelty has worn 
off, partly to the fact that some beer 
lovers have expressed disappoint- 
ment at the 3.2 per cent alcohol lim- 
itation. 

Beer advertising therefore will be 
assigned the task of recreating pub- 
lic interest in the new beer, which 
will be as strong as the individual 
brewer desires to make it. Many ex- 
perts believe that four per cent is 


“kick” is demanded, they are pre- 
pared to provide it, and to tell the 
public about it. 


Blue Color on 
Blades Is Held 
Gillette Right 


Boston, Mass., Nov. 2.—The Gil- 
lette Safety Razor Company, Boston, 
in its efforts to preserve for itself the 
sales value of past advertising, won 
the second favorable court decision 
in six months when Judge James A. 
Lowell in the United States District 
Court this week issued final and 
sweeping decrees enjoining several 
defendants from use of terms on 
which the company has built an ex- 
tensive trade. 

Not only were the defendants en- 
joined from use of these terms, but 
they were also forbidden to make or 
sell blades of blue color, except when 
the color is required in the manu- 
facture. 

The terms restricted to Gillette’s 
use by these proceedings are “blue 
blade,” “genuine blue steel,” “Gil- 
lette,” “Gillette-type,” “Gillette 


to double edge razor blades not man- 
ufactured by the company. 
Concerning color, the decrees state 
that when blue is required in the 
manufacture of double edge blades, 
the wrapper and package must be 
marked clearly with the maker’s 
name and in no case may they be 
wholly or even partially blue. 


Arnold Opens Office 


Frank A. Arnold, for six years di- 
rector of development of the Na- 
tional Broadcasting Company, and 
for the past year vice-president of 
Albert Frank-Guenther Law, has 
started his own business as consul- 
tant in broadcast advertising. Offi- 
ces are at 60 Wall Tower. He will 
continue to serve clients of the 
agency. 


Vanden’s New Work 


George W. Vanden, vice-president 
of Shields & Vanden, Inc., which was 
recently dissolved, has started the 
Vanden Company, an advertising 
agency at 612 N. Michigan Ave., Chi- 
cago. 


Women’s Club Celebrates 


The Women’s Advertising Club of 
Chicago will hold its 16th annual 
birthday party Tuesday, Nov. 7, in 
the Sky Room of the Palmer House. 


A Roll Call 


of prominent advertisers 


the immense 
midwest market 


Advertiser Product 
i I aac ness cs cssisiestssescontsecssd Hellman’s Mayonnaise 
Bristol-Meyers Company...................00+. Ipana Tooth Paste 
Carnation Milk Company...................... Carnation Condensed Milk 
The Estate Stove Co.........cccssccesssseseeees Heatrola 
Ford Motor Company\.................0:0000 Automobiles 
RE I, Nios. csccsecsacsansocncetseneisoses Foods 
ED PI BIB onsssicsccsesssss0czssssncnessconed Bisquick — Wheaties 
WE DO OUR PART General Tire & Rubber Co....................... Tires and Tubes 
Gulf Refining Company.......................... Oils and Gasoline 
Horlick Malted Milk Company..............Malted Milk 
The Hudson-Essex Motor Co................. Automobiles 
The Hydrosal Company.................000000: Hydrosal Products 
Hy-Pure Drug we - Le idoneiliniiacactaiell Drug Products 
Iodent Tooth Paste Co... ee 
The Kellogg Company....................::005- Cereals 
The Ken-Rad Corporation...................... Radio Tubes — Electric Lamps 
MM I sees ces snctssenssccicans.siccnen) Cosmetics 
Larus & Brothers ‘Company Sais ee Edgeworth Tobacco 
Mail Pouch Tobacco Company.............. Tobacco 


Moore Paint Company ...... 
Mutual Automobile Insurance Ass’n... 
National Sugar Refining Co................... 
The Northwestern Yeast Co... 
The Pepsodent Co.................. 
Premier-Pabst Sales Co...... 
The Procter & Gamble Co....................... Oxydol 
Real Silk Hosiery Mills...........................- Hosiery 
The Reiser “en, © SU ccsssssesvenseavenciie 

The Ritchie Co... cenenkasioeh 


Near the center 
of the dial 


ae Paints and Varnishes 
Automobile Insurance 
Jack Frost Sugar 
.... Yeast Foam — Magic Yeast 
ae Tooth Paste — Antiseptic — Face Cream 
eee Pabst Blue Ribbon Beer — Blue Ribbon Malt 


Venida Products 
Eno Salts 


Sinclair Refining CO. ooo cessssssseesssesseee Oils and Gasoline 
Standard Brands, — inaaRenieneestE Chase & Sanborn Coffee — Fleischmann’s Yeast 
BONN I I, as oscssoxsorisnscssesnccectsssesia Oils and Gasoline 
TE TOME CI OOIY 25510-50000 sscsrcreseseonsess Oils and Gasoline 
Near the center John H. Woodbury, Ine..........ceeeeee Woodbury’s Facial Soap 


of population 


A series of current surveys of the midwest market which show the 
public preference for various products is available. Advertising execu- 
tives may obtain copies by making inquiry on their letterheads and 
stating the kind of products in which they are particularly interested. 


THE CROSLEY RADIO CORPORATION 


POWEL CROSLEY, Jr., President 


CINCINNATI 


WHIPPED INTO 
SHAPE AT MEET 


Allotment of Unsold Space 
Regulations Deleted 


Louisville, Ky., Nov. 2.—The adop- 
tion of an NRA code of fair compe- 
tition for the outdoor advertising in- 
dustry was accomplished at the an- 
nual convention of the Outdoor Ad- 
vertising Association of America at 
the Brown Hotel, which closed here 
today, without the fireworks which 
had been predicted. 

While it is understood that some 
leading interests in the industry 
have registered objections to the 
changes made in the code at the con- 
vention, they were not on hand to 
defend their point of view, and are 
expected to present their ideas di- 
rect to the NRA when the code 
comes up for final approval. 

A number of changes were made 
in the code compared with the origi- 
nal draft recently summarized in 
ADVERTISING AGE. In addition to re- 
quiring circulation figures to be pro- 
vided through the Traffic Audit 
Bureau, as reported elsewhere in this 
issue, regulations with reference to 
the allotment of unsold space among 
advertisers were eliminated. 


May Aid Civic Groups 


It was explained that this was 
done because of the difficulty which 
smaller plant owners have in con- 
trolling the disposition of panels for 
which space has not been sold. How- 
ever, the code prohibits offering 
extra space as a sales inducement, 
and it is understood that the indus- 
try is working out a plan whereby 
civic organizations with non-contro- 
versial messages to present will be 
given the use of available space in 
association plants. 

The administrative committee for 
the code will consist of nine persons, 
instead of four, as at first planned, 
seven of them representing the as- 
sociation and two representing other 
interests. George W. Kleiser, of 
Foster & Kleiser, San Francisco, 
who was re-elected president of the 
association, was also chosen to head 
the code administration, and will 
nominate the additional members. 

Included in the code is a formal 
statement of public policy, which, 
while in line with previous expres- 
sions, definitely puts the industry 
on record with reference to the con- 
servation of scenic beauty, the elimi- 
nation of traffic hazards, etc., and 
likewise commits it to acceptance of 
license and regulation under a sys- 
tem of state planning. 

The three main planks in the pub- 
lic policy program were stated as 
follows: 

“First, the education of the gen- 
eral public to the social value in- 
herent in the roadside in rural areas. 

“Second, the reasonable regula- 
tion of commercial occupancy of the 
roadside in rural areas by the state. 

“Third, the establishment and 
execution of a comprehensive and 
progressive system of state plan- 
ning.” 

Traffic Work Reviewed 


President Kleiser reviewed the 
work of the association at the initial 
session on Tuesday, emphasizing de- 
velopments in the creation of the 
Traffic Audit Bureau, and the suc- 
cess of the association in defeating 
adverse legislation aimed at higher 
taxes and severe regulation. 

Harry Fitzgerald, Cream City Out- 
door Advertising Company, Mil- 
waukee, and H. C. Macdonald, De- 
troit, vice-presidents, reported re- 
garding activities in the divisions of 
business development and education, 
respectively. 

J. B. Stewart, Clinton, Ia., detailed 
the work in regard to legislation, and 
indicated the active cooperation of 
advertisers in opposing taxation of 
advertising as such. Although over 
1,300 bills relating to taxation of 
various kinds were introduced in the 


ing were defeated. 

P. L. Michael, Houston, Tex., re! 
ported as vice-president in charge 
poster plant development. 

At the Tuesday afternoon session 
B. W. Robbins, president of the Gep.) 
eral Outdoor Advertising Company | 
Chicago, and vice-president in charg.” 
of the painted bulletin division, ag. 
serted that painted display, whic) 
has been somewhat neglected by ag. 
vertisers, is coming back with q 
rush. C. M. Bryan explained that 
standard color charts for use in this 
work have been established. Painteg 
display is now available in 261 cities, 


Stabilized Quotations urged 


C. J. Carmody, discussing the work 
in this field, said that taking 1925) 
billing as 100, sales of painted dig. 
plays in 1928 reached a peak of 120, 
but declined to 40 at the end of 1932, 
The figure is now 55. 

Stabilized quotations on a basis | 
of equality of treatment to advertis. 
ers are vital to the development of 
this form of outdoor advertising, Mr, | | 
Carmody concluded. 

In opening his address reste 
afternoon, Stuart Peabody, presi. | 
dent of Association of National Ad. 
vertisers, expressed his approval ot” 
the industry code adopted by the as 
sociation. 

“The Association of National Ad | 
vertisers is sometimes accused,” he 
said, in discussing the current activi- 
ties of that organization, “of being 
too vociferous regarding the things 
which it believes need attention. 

“While, frankly, we make com 
plaints for our own good, in the long 
run they are for the mutual good of 
both buyers and sellers. Advertisers 
can’t afford to waste money. They 
must sell at a profit. That is why) 
they are interested in facts. 3 

“Advertising has been in need ot| 
debunking for some time, and it is 
getting it. But that is all to the 
good, for the use of advertising on 
a sound basis must benefit the 
advertiser, the agency and. the 
medium.” 

Mr. Peabody praised Outdoor Ad 
vertising Incorporated, the _ sales 
agency representing the outdoor 
medium, and said that contracts with 
it simplified the task of the adver | 
tiser in learning the facts about | | 
medium. 

W. C. D’Arcy, D’Arcy Advertising | 
Company, St. Louis, and chairmam, » 
American Association of Advertising | 
Agencies, emphasized the value ot | 
the cooperative methods now being! 
employed, in which advertisers, | 
agencies and mediums participate 
and expressed his endorsement of 
the current work now being carried 
on in the outdoor field on this basis, | 
He predicted that 1934 would be the 
biggest year for D’Arcy in the out- 
door field. 


Eshleman Has 


Outdoor Service 


A new advertising agency, Benja 
min Eshleman Company, has been 
formed by Benjamin Eshleman, for 
merly with Poster Advertising Com: 
pany, General Outdoor Advertising 
Company, Outdoor Advertising, and — 
Outdoor Service. Offices are at 260 
S. Broad Street, Philadelphia. 

The new company will handle out- 
door advertising for John B. Stetson 
Company, Lee Tire & Rubber Com-— 
pany of Conshohocken, Atlantic Re i 
fining Company, Semet-Solvay Com- — 
pany and a dealer cooperative cam- | 
paign for Philco. 
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Association Moves Office; 
Holds Executive Meeting 


At a recent meeting of the execu: 
tive committee of the Photographers’ _ 
Association of America, Charles Abel _ 
was appointed secretary and execu — 
tive manager for the national code 
committee for the portrait and com: © 
mercial photograph industry. 

Mr. Abel is editor and publisher 
of The Commercial Photographer and 
Abel’s Photographic Weekly, which 
has been selected official organ of the 
association. The organization’s office 
has been moved from Flint, Mich., to 
Caxton Bldg., Cleveland, O. 


Push Wheat-Hearts 


A new campaign for Biltmore 
Wheat-Hearts has been launched by 
W. H. Advertising Agency, Asheville, 
N. Car. Newspapers, magazines and 
window displays are being used. 
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Horace I. Bowne, editor-in-chief and general 
manager of Bonfort’s Wine & Spirit Journal 
for more than a decade. Also prior to prohi- 
bition, for two years president of the Wine 
and Spirits Importers Society of the United 
States and secretary of the same society for a 
period of seven years. Active for many years 
in both the American Wine Growers Associa- 
tion and the National Wholesale Liquor Deal- 
ers Association. Internationally recognized 
and respected as a forceful leader in his field. 


205 E. 42nd St., New York...333 N. Michigan Av., Chicago 
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Joining Forces for 


Effective with the December issue, the 
famous Bonfort’s Wine & Spirit Journal 
and Modern Distillery join forces to 
produce the outstanding publication in 
the great “revival” industry. Horace I. 
Bowne, himself, becomes editor-in-chief, 
the identical capacity in which he and 
Bonfort’s gained international distinction 


through many years prior to prohibition. 


Bonfort’s Wine & Spirit Journal was 
established in 1871 and is the oldest 
magazine of its type in the United States 
and the second oldest in the world. It 
had the largest net paid circulation of 
any publication in the field and the 
largest advertising volume. It was not 
only read by every important division of 
the industry—distiller, rectifier, whole- 
saler and importer in the United States, 
but also enjoyed a substantial circulation 
throughout the world. It was published 
twice a month and its fortieth anniver- 
sary number carried a total of 452 pages 
and which was heralded at that time as 
an unparalleled accomplishment in the 
annals of trade journalism. 


Advertising Power 


Among its advertisers were not only 
the leading manufacturers of equipment, 
machinery and supplies but such old 
brands of beverages as Old Taylor, Old 
Barbee, Cascade, Monticello, James E. 
Pepper, Susquehanna Pure Rye, Clark’s 
Pure Rye, Sunnybrook, Schenley, Gib- 
son, Green Briar, Green River, O. F. C., 
Fleischman Co., Canadian Club, Hunter, 
ete., etc. Other prominent firms were 
Alex D. Shaw & Co., George S. Nicholas 
& Co., Grosvenor Nicholas, Inc., Charles 
F. Schmidt & Peters (now the Joseph 
Garneau Co., Inc.), Batjer & Co., Julius 
Wile Sons, E. LaMontagne & Sons, 
Francis Draz & Co., W. A. Taylor & Co., 
L. Gandolfi & Co., Leon Renault & Co., 
Francis O. Deluze & Co., Waldorf Impor- 
tation Co., Park & Tilford, S. S. Pierce 
& Co., California Wine Association, Ur- 
bana Wine Co., Cresta Blanca, etc., etc. 


With this background of performance, 
with the same editorial leadership, with 
modern publishing advantages—nothing 
is left undone to provide the greatest 
advertising medium in its field. 
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A. N. A. Chief 
Thanks Agents 
For Their Aid 


Louisville, Ky., Nov. 1.—Stuart 
Peabody, of the Borden Company, 
president of the Association of Na- 
tional Advertisers, went out of his 
way in his address before the Out- 
door Advertising Association today 
to spike rumors that the A. N. A. 
is antagonistic to agencies, and ém- 
phasized the fine cooperation which 
is now resulting in the development 
of numerous important projects of 
interest both to advertisers and 
agencies. 


“I want to speak in appreciation 
of the constructive and cooperative 
attitude of W. C. D’Arcy, chairman 
of the board of the Four A’s and of 
his organization,’ Mr. Peabody said. 
“Because of their fine spirit, the ad- 
vertiser and the agent are planning 
and developing together a number of 
projects which will result in increas- 
ing the productiveness of advertis- 
ing. 

“There has been so much back- 
stair gossip, so many street-corner 
clinics on the so-called conflict be- 
tween the advertiser and the agent 


that I want publicly to state that 
honest differences of opinion on cer- 
tain phases of the advertising 
agency relationship have not in the 
slightest degree affected the friendly 
cooperation between the Four A’s 
and the A. N. A. on matters vital to 
advertising in general.” 


Aspirub Starts 
Test Campaign 


Hartford, Conn., Nov. 2.—News- 
paper advertisements of 800 lines 
are being used here in an introduc- 
tory test campaign on Aspirub, a 
new cold remedy prepared by New 
London Pharmacal Corporation, 
New York. Topping & Lloyd, Inc., 
New York, is the agency. 

Copy recommends the product as 
a “complete ‘cold control’ in one 
jar.” It is described as the time- 
tried type of rub you have always 
used with genuine aspirin added. 
The following statement is made in 
bold type: 

“The sensational new rub for fight- 
ing colds. First product that ever 
rubbed genuine aspirin directly into 
congested areas. 47 per cent more 
medication plus genuine aspirin.” 

Another paragraph, captioned, 


“Aspirub penetrates,” states: 

“Aspirin (monoaceticacidester of 
salicylic acid) and other salicylates 
are important parts of Aspirub 
formula. The American Medical As- 
sociation in ‘New and Non-Official 
Remedies’ and Cushny in ‘Pharma- 
cology and Therapeutics’ agree that 
salicylates are readily absorbed 
through the skin.” 

The advertising gives directions 
for using Aspirub in the treatment 
of the several types of colds, and 
includes a coupon to requisition a 
free sample direct from the manu- 
facturer. 


Murphy Heads New 
Orleans Ad Club 


John W. Murphy, advertising man- 
ager of the Pan-American Life In- 
surance Company, has been elected 
president of the Advertising Club of 
New Orleans. 

Other officers are: L. F. Blackburn, 
vice-president; Shepherd Pleasants, 
vice-president; Adrienne Schaefer, 
secretary; Dorothea Schlesinger, re- 
cording secretary; and Margot Bur- 
vant, treasurer. 


Bowers Office Moves 


The New York office of Thomas M. 
Bowers Advertising Agency is now 
located on the 41st floor of the 
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FTER you have created that will o’ the 
wisp called ‘‘consumer demand”’ with gen- 
eral advertising make sure you capture it AT 
THE POINT OF SALE with an ING-RICH 
Sign—made of genuine porcelain enamel fused 
right into the metal base to assure that fade- 
~~ less form of publicity for which ING-RICH 
~ “Signs are nationally known. 


You don’t need to know anything more about 
signs except recognition of the fact that 
product identification AT THE POINT OF 
ACTUAL SALE is one of the most important 
steps in any successful advertising plan. An 


Chrysler Bldg. 


ING-RICH Sign effectively bridges that gap 
between “desire to buy” and “where to buy it.” 


Our many years of experience in creating and 
designing colorful ING-RICH Signs for many 
of the nation’s leading advertisers is your 
assurance that we will follow through to a 


successful conclusion. 


Doyou have our booklet, ‘‘Fadeless Publicity?” 


INGRAM-RICHARDSON 
MANUFACTURING COMPANY 


BEAVER FALLS 


PENNSYLVANIA 


Monthly Changes 
In Circulation 


Shown by Study 


(Continued from Page 1) 
New York, but who has since become 
managing director of the A. N. A. 

Members of the committee are: J. 
Seward Johnson, Johnson & Johnson, 
chairman; Lee H. Bristol, Bristol- 
Myers Company; Ralph Starr Butler, 
General Foods Corporation; Wm. A. 
Hart, E. I. duPont de Nemours & 
Co.; H. A. Hey, Singer Sewing Ma- 
chine Company; Lucien P. Locke, 
Ethyl Gasoline Corporation; Grafton 
B. Perkins, Lever Brothers Company; 
R. F. Rogan, Procter & Gamble Com- 
pany; Wilmot P. Rogers, California 
Packing Corporation; William W. 
Tomlinson, Scott Paper Company; 
and Edward Strassman, secretary of 
the committee. 

The committee’s purpose is to ex- 
amine into and acquaint the member- 
ship with all possible data on circu- 
lations of magazines, newspapers and 
business papers, keeping specifically 
in mind the assembling of informa- 
tion that will assist members in buy- 
ing space. 

Copies of any one of the three 
studies may be obtained by non-mem- 
bers at $2 each from the offices of 
the Association of National Adver- 
tisers, New York. 


More Distillers 
Name Agencies 


New York, Nov. 3.—Numerous ad- 
ditional agency appointments by dis- 
tillers and their selling agents were 
announced here this week. 

Berry Brothers & Co., London, have 
appointed Albert Frank-Guenther 
Law, Inc., to direct the first adver- 
tising campaign ever undertaken by 
this 300-year-old firm. Newspapers 
and class magazines will be used, 
copy being signed by the Bucking- 
ham Corporation, U. S. selling agent. 

Albert Frank will also handle ad- 
vertising of Bellows & Co., and Amer- 
ican Liquor Exchange, which will 
operate as a wholesaler. 

Advertising of World Wide Distil- 
lers Products, Inc., has been placed 
with Grady & Wagner, and L. H. 
Hartman Agency has been named 
by L. N. Renault & Co., Egg Harbor, 
N. J. 


Scholts Gets Two; 
Moves Its Offices 


A southern California newspaper 
and radio campaign has_ been 
launched by Scholts Advertising 
Service, Los Angeles, for Cream-O- 
Naise, a new client. The agency is 
also running a test campaign to in- 
troduce Vitimin, a whole wheat 
macaroni. 

Scholts offices have been moved 
from Union Insurance Bldg. to the 
Edison Bldg. 


Vincent Edwards Add 
Four Representatives 


Vincent Edwards & Co., New York, 
have appointed four new sales rep- 
resentatives in various sections of 
the country. J. E. Dumars has joined 
the New York sales force, while Roy 
T. Jones has been named Southern 
California representative. 

C. O. Herdman has been appointed 
in the Indiana territory, and H. H. 
Abernathy has been named for Texas. 


Mathes Art Staff Grows 


John Hepburn Tinker, Jr., and 
Jules Lawrence Menghetti, both as- 
sociated the past five years with N. 
W. Ayer & Son, Inc., have joined the 
art staff of J. M. Mathes, Inc., New 
York agency. 


Blumberg With “News” 


Raoul Blumberg, formerly with 
Liberty, has been appointed promo- 
tion manager of the Washington 
Daily News. 


Is Representative 
Chicago advertising representation 
of Real Estate Magazine, New York, 
has been placed with Ewing Hutchi- 
son Company. 


———— 


Advertising 
And Selling 
Course Begun 


New York, Nov. 2.—The class jy 
advertising and selling sponsored by 
the Advertising Club of New Yor 
will hold its opening session Noy, §. 
The course will be 30 lectures, in ag. 
dition to speakers at the opening ang 
closing sessions, who will meet the 
class Monday and Thursday evening 
at 7:45 p.m. The fee is $15. 

The lecturers include Gilbert 7 
Hodges, New York Sun; George Bur. 
ton Hotchkiss, New York University; 
Dr. Paul H. Nystrom, Columbia Uni. 
versity; Dr. George Gallup, Young @ 
Rubicam, Inc.; Edw. R. Dunning, N. 
W. Ayer & Son, Inc.; Herbert W. Ad. 
kins, Gillette Safety Razor Co.; 

Allen Zoll, Allen Zoll & Co.; Ralph 
Starr Butler, General Foods Corpora. 
tion; John B. Caples, Batten, Barton, 
Durstine & Osborn, Inc.; Stuart 
Campbell, Kenyon & Eckhardt; Irma 
E. Marohn, Robert Gair Company; 
Elmer Adler, Pynson Printers, Ince,; 
Chauncey L. Landon, James M. Ma. 
thes, Inc.; Ira A. Hirschmann, Lord 
& Taylor; Eugene Forker, New York 
American; 

Joseph W. Hayes, Crowell Publish- 
ing Company; E. R. Eastman, Amer. 
ican Agriculturist; Alfred J. McCos- 
ker, WOR; David Rosenblum, Trade 
Ways, Inc.; Kerwin H. Fulton, Out- 
door Advertising Incorporated; Bar. 
ron G. Collier, Street Railways Ad- 
vertising Company; Henry Hoke, Di- 
rect Mail Advertising Association; 

H. A. Lyon, Bankers Trust Com- 
pany; Jesse H. Neal, Case-Shepperd- 
Mann Publishing Corporation; Carl 
Percy, Carl Percy, Inc.; Col. Willard 
Chevalier, McGraw-Hill Publishing 
Company; Charles E. Murphy, attor- 
ney. 

Alfred L. Freden, Collier Service 
Corporation, is director of the educa- 
tional committee of the Advertising 
Club of New York, and H. K. Carter, 
Tuthill Advertising Agency, Inc., is 
chairman. 


Michigan Brewers May 


Boost Alcohol Content 


The Michigan state liquor control 
commission this week notified brew- 
ers of its permission, “insofar as au- 


thority of the commission permits, | 


to commence immediately the manu- 
facture of beer of greater alcoholic 
content than 3.2, the same to be 
stored on the licensed premises of 
breweries and not to be removed 
until this commission and _ other 
proper authorities grant permission 
to sell and distribute it.” 


Ellis Is Secretary 


Bruce D. Ellis has been appointed 
executive secretary of the San Fran- 
cisco Call-Bulletin. He was formerly 
business manager of the San Fran- 
cisco Journal. 


Appoint Frank Finn 


Frank W. Finn has been named 
eastern representative for Dizie 
Farm and Poultry Journal, Nash- 
ville, Tenn. His offices are at 521 
Fifth Ave., New York. 


Novem 
————— 


— 


Start Liquor Paper 
The first issue of Liquor Industries 


will be published in November by _ 


Eugene A. Sittig & Son, 360 N. Mich- 
igan Ave., Chicago, publishers of The 
Brewer and Maltster. 


Wirt Appoints Gray 


The Wirt Company, Philadelphia, 
maker of industrial resistors, radio 
parts and Dim-A-Lites, has placed its 
advertising account with Jerome B. 
Gray & Co., Philadelphia. 


Form New Distillery 


Pacific Distillers Corporation, new 
manufacturer of spiritous liquors, 
has been formed by Donald Conn, 
San Francisco. Leon Livingston will 
handle the advertising. 


F. R. Norgren Is Dead 


Floyd R. Norgren, 39, sales promo- 
tion manager of Cities Service Oil 
Company, Tulsa, dropped dead of 
heart disease in Kansas City re- 
cently. 
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ymo- E. A. PILLER 
= 130 Newbury Street 


HOVING his plate aside, “Can’t we have a cereal J like?” And 
another good advertising campaign that started out to sell cereal 
to the Smiths winds up behind the eight ball. Mrs. Smith was 

plenty sold. She’d read about Roodle’s Rye Flakes in the newspaper 
and the Ladies’ Gazette. A tempting dish, the ads said. 


And “Ah,” said Mrs. Smith, “that solves the breakfast-for-Junior 
problem!” 


The only hitch was it didn’t tempt Junior, who confines his news- 
paper reading to mostly the front page and sport section. He hasn’t 
opened a copy of the Ladies’ Gazette since, at age two, he found it 
fascinating to tear out the pictures. 


EXT morning the Smiths, including and especially Junior, were 

trenchantly engaged in beginning a breakfast with Kellogg’s 
Corn Flakes—which, Junior assured his mother, not only are tempt- 
ing, but also give a fellow something under his belt. A bit of pep and 
muscle to help his football. Make no mistake about it. Mrs. Smith 
may be boss in the kitchen, but Junior is boss of what gets on the 
table. What he likes goes. What he turns down is out. 


There’s a Million of “Em 


A wealth of sales awaits your advertising to boys. There are more 
than a million Juniors—Autocrats of more than a million breakfast 
tables—who read boys’ magazines. They influence family buying of 
cereals and soups, cars, clothes and radios. They are the inside track 
to all family buying. Sell them and you’re in—in more than a million 
homes. 


The Open Road for Boys is one of several good media reaching 
this important market. For quick action, for steady sales, for 
profitable advertising, cover the boy field first. 


+, OPE “ROY; 


L. S. GLEASON, Advertising Manager 
122 East 42nd Street, New York City 


LOS ANGELES 
HALLET E. COLE 
218 Haas Building 


CHICAGO 
JAMES T. CARR 
307 N. Michigan Avenue 
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“Good Eating” New 
Magazine, Has Debut 


Good Eating, a monthly publica- 
tion devoted to foods, nutrition and 
health, will make its initial appear- 
ance with the November issue. Head- 
quarters are in New York. 

Herbert P. Hammond is publisher 
and Louis A. Blackton is business 
and advertising manager. John C. 
Gustin has resigned as art director 
of the Brearley Service Organization 
to become production manager. 


Kenyon Agency Is Intact 

Recent announcements concerning 
the liquidation of The Kenyon Com- 
pany, 260 Tremont St., Boston adver- 
tising agency, do not apply to Ken- 
yon Advertising, 8 Newbury St., Bos- 
ton. The two companies are not con- 
nected in any way. 


Advertising to 
Mrs. Consumer 
Worries Bakers 


Louisville, Ky., Nov. 1.—That the 
country’s bakers look with disfavor 
upon much consumer advertising, 
and are prepared to take drastic 
steps to impress their attitude upon 
manufacturers, was evidenced here 
when Kentucky Master Bakers As- 
sociation adopted a resolution urging 
the Associated Bakers of America 
to take action tending toward a cur- 
tailment of advertising “which may 
have a serious effect upon the prog- 
ress of the baking industry.” 


Pointing out that the advertising 


committee of Associated Bakers of 
America has discussed the matter of 
consumer advertising with many 
firms interested in both the domes- 
tic and bulk markets at two confer- 
ences, “at which it was understood 
promises were given that future ad- 
vertising would be less objectionable 
to our industry,” the _ resolution 
urged the committee to send let- 
ters of commendation to “those firms 
whose advertising efforts have borne 
out their promises.” 

It further declared that the Ken- 
tucky group should “register with 
the Associated Bakers of America 
the names of other firms whose ad- 
vertising is deemed inimical to the 
progress of the baking industry, with 
a request that the advertising com- 
mittee be informed and asked to 


take such steps as needed to secure 
a fina! solution of this serious prob- 
lem.” 


Amalgamated Chain 
Drops Broadcasts 


The Amalgamated Broadcasting 
System, which formally opened an 
Atlantic seaboard network of 15 ra- 
dio stations Sept. 25, discontinued op- 
erations Oct. 28, its member stations 
resuming their independent status. 

Ed Wynn, comedian, had previ 
ously resigned as president. Ota 
Gygi was vice-president. 


Hutcheson Dies 


J. Frank Hutcheson, secretary of 
the Spokesman Publishing Company, 
died recently at his home in Cincin- 
nati. He was 52 years old. 


% GAI 


IN LOUISVILLE 


DEPARTMENT STORE 
SALES IN AUGUST 


OUISVILLE department store sales showed a 
38.4% increase during the month of August 


over the same month of 1932. 


According to the 


Monthly Revue of the Federal Reserve Bank for the 
Eighth District, this was more than 16% above the 
average for the cities in this district. 


As indicated by these figures, the bank clearings 
and other indices of business, this city has been 
among the first in the country to show a decided 
trend toward recovery. 


The Greater Louisville Market, Kentuckiana, is one 
of the richest and most respon- 
sive in the Middle West and 
it can be reached and sold at 
a single low cost by concen- 


trating your advertising mess- 
age in the only metropolitan 
newspapers that cover this ter- 


ritory — 


‘Newspapers, Inc. oe 
* * 

Audit Bureau 

of Circulations A 


ee 


Major Market ~~ 


LOUISVILLE 


The industrial and agri- 
cultural diversity of this 
market has made it one of 
the first in the Nation to 
feel the effects of the re- 


covery programme. 


POSTAL, M-G-M 
JOIN TO HONOR 
MARIE DRESSLER 


New York, Nov. 2.—In one of th 
most unusual promotion tie-ups eye 
made, Metro-Goldwyn-Mayer Studig 
and Postal Telegraph-Cable Company 
have joined hands to honor Mar 
Dressler and incidentally to encoyr. 
age a bit of extra business for both 
the telegraph company and _ the 
movie studio. 

The tie-up was launched yesterday 
when posters were put up in the wip. 
dows of all Postal offices throughoy 
the country, with the message: 

“Send a Postal birthday wire t 
Marie Dressler. The whole nation js 
honoring the beloved star on Noy, § 
—her 62nd birthday! Address her, 
care of Metro-Goldwyn-Mayer Sty. 
dios, Culver City, Cal.” The poster 
is signed by the “Marie Dressler Na. 
tional Birthday Club.” 

Miss Dressler’s newest picture also 
gets a boost on the poster. “See her 
birthday picture, Marie Dressler and 
Lionel Barrymore, ‘Christopher 
Bean,’ at Loew’s,” it urges. 


Will Use Stickers 


Further promotion will be given 
the idea next week, when all tele 
grams handled by the Postal com. 
pany will bear two-color stickers sug. 
gesting: “Wire a birthday greeting 
via Postal Telegraph on the 62nd 
birthday of Marie Dressler.” The ad- 
dress is also included as well as a 
further admonition to “see her birth. 
day picture.” 

With this unique tie-up to give 
them a start, local theater executives 
are expected to keep the ball rolling 
in their own communities. Particv- 
larly is this true of the cities in 
which the 250 theaters in the Loew's 
chain are located. These theaters, 
which are part of the M-G-M organi- 
zation, are expected to put the plan 
over with a bang. 

In St. Louis, for instance, where 
promotion has been especially active, 
a local confectioner is advertising a 
“Marie Dressler Birthday Box,” and 
promotion for a local daily’s cooking 
school shows Dazzy Vance, big league 
baseball star, in the act of baking a 
birthday cake for Miss Dressler. 

Another feature of the promotion 
in Loew’s theaters is the displaying 
of an autograph album to be signed 
by patrons. The book is being routed 
around the country and when it has 
completed the circuit will be for 
warded to the screen star as a trib 
ute from her public. 


New York Commercial 


Art Gallery Opens 


The first permanent gallery of 
commercial art has been opened at 4 
East 53d St., New York, with Jean 
Gause as director. 

The initial exhibit, a group of 
paintings and drawings by promi: 
nent New York art directors, will 
remain on view until Nov. 18. 


Arthur Hagg Opens 


San Francisco Office 


Arthur Hagg & Associates, Chicago 
publishegs’ representatives, 
opened a coast office under the mat 
agement of J. Leslie Meek, at 557 
Market street, San Francisco. 

This company was recently ap 
pointed to represent the Fremont, 
Nebr., Tribune. 


Tests New Plant 


First test broadcasts from the 
Crosley Radio Corporation’s new 
transmitter, which will make WLW 
the most powerful broadcasting sta 
tion in the world, will be made early 
in December. It is located at Mason, 
Ohio, 22 miles north of the studios 
in Cincinnati. 


Mann to Address Club 


Walter W. Mann, president of Wal- 
ter Mann & Staff, New York, will 
address Advertising Women of New 
York, Inc., at a luncheon meeting 
Nov. 14 at the Hotel Beverly. His 
subject will be, “Market Research 
and Merchandising—Their Part in 
the Forthcoming Business Recovery.” 
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weare glad, Mr. Peabody 


“Why is it that circulation curves of general magazines show a pattern 
Over recent years that is contrary in general trend to that of every 
other business? By what peculiar set of circumstances do they appear 
to be immune to the laws of economic gravitation which affect all 
other commodities? By what means and at what expense to the adver- 
tiser, have the sales of publication subscriptions been held approxi: 
mately to the 1929 level, while the sales of other products, including 


the newsstand sales of the publications themselves, have fallen off 


materially?” 


E, too, have wondered. When The 

X) Literary Digest’s circulation began to 
fall from its 1929 level we accepted the fact as 
natural under the prevailing conditions, and 
adjusted our rate downward. If and when we 
fell below our guaranteed delivery, we rebated 


accordingly. Advertisers paid a “can’t lose” 


price for Digest space. 


Yet as our circulation fell, while other circu- 
lations were maintained, advertisers became 
dubious—painfully so. 

“Why,” they asked, “is The Literary Digest 
losing so much circulation?” 

We did not then or since resort to any 
method of forcing circulation or subscriptions. 
We stood by our one tried and true plan — 
direct mail— a method that is most econom- 
ical and that has proved itself—in contrast 


with all others —a natural demand. 


The result? Digest advertisers are getting full 
value for every $1 spent in The Digest. Of the 
13 leading magazines surveyed by Dr. Starch, 
The Digest leads in percentage of families with 


incomes over $3,000, also in percentage of fam- 


From an address by Stuart Peabody, The Borden Company, President of Associ- 
ation of National Advertisers, as quoted in Advertising Age, October 21, 1933. 


IT’S YOUR TEN CENTS—HOW.WILL YOU SPEND IT? 
A study of what toc will buy in magazine space today 


Number of page By By By the Saturday By 
advertisements The Time** Evening Post* Cosmopolitan** 
delivered Literary Digest A Contemporary A General Weekly A Monthly Magazine 
for Ten Cents 42 pages 27 pages 38 pages 37 pages 
for One Dollar 420 pages 270 pages 380 pages 370 pages 
for One Hundred Dollars 42,000 pages 27,000 pages 38,000 pages 37,000 pages 
for One Thousand Dollars 420,000 pages 270,000 pages 380,000 pages = 370,000 pages 


*Larger page size than The Digest’s **Smaller page size than The Digest’s 


It’s easy to see why every $1,000 spent in The Digest brings RESULTS 


ilies with incomes over $5,000. It has 804,204 veyed by Dr. Starch in low cost per page per 


readers who are executives, proprietors, or pro- 1,000 readers per $1,000 income. 


fessional people—a total of influential readers 
exceeding the combined total circulations of 
Time, Fortune, Busihess Week, and News- 
Week (none of whom were surveyed by Dr. 


Starch, because of limited circulations). 


Instead of holding our rates by forcing our 


circulation, we reduced our rates. As a result, 


The Digest now leads all the magazines sur- 


These factors add up into the reason why a 
little advertising money goes a long way in The 
Literary Digest, why Digest advertising is today 
bringing $1 worth of verified results for every 
dollar spent. 
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fo answer your questions 


“One thing advertisers are learning under the stern discipline of 
mother neccessity, is to make a shrunken and comparatively small 
advertising appropriation go a long way. Result? ... An imperative 
need to judge by results—results from the use of this medium as 
compared with that.” 


From an address by Stuart Peabody, The Borden Company, President of Associ- 
ation of National Advertisers, as quoted in Advertising Age, October 21, 1933. 


HE sermon in those two para- 
graphs is exactly the gospel we 


have preached throughout 1933: 
“A little advertising money goes a 
long, long way in The Literary 
Digest.” 

First to reduce rates after the eco- 
nomic upheaval of 1929, The Liter- 
ary Digest has consistently deliv- 
ered more value than any other ma- 
jor magazine. Just what 10¢ will 
buy today is clearly indicated in the 
table on the opposite page. 

But not content to rest our case 
solely on value delivered, we have 
conducted survey after survey de- 
signed to find out whether or not 


Digest advertisers can trace actual 
dollars-and-cents results from lim- 
ited appropriations in The Digest. 


To date four such surveys have 
been completed and the results pub- 
lished in broadside form. In every 
single case The Digest has ranked 
first or second in low cost per in- 
quiry and has shown actual sales in 
enough volume to justify the statement 
that every one of those four advertisers 
received $1 worth of verified results for 
every $1 spent! 


Copies of the four broadsides are 
available to any advertiser or agency 
who feels, with Mr. Peabody, an 
imperative need to judge by results. 


“WE ARE EARNESTLY SEEKING THE RIGHT ANSWERS...” 


Mr. Peabody says: ‘‘I bring up these questions 
here with no other interest than to be helpful at 
a time when we all are sorely in need of help. 
We are earnestly seeking to get the right an- 
swers to these and other questions, and frankly, 
it seems to us that too often in the past we have 
encountered more resistance than cooperation.” 


The Literary Digest will be glad to cooperate 
to the fullest extent with any advertiser or agency 
wishing to learn the facts about The Digest. As a 
start we suggest you send for a copy of “The 
Monied Million” and for copies of the four re- 
sult broadsides shown opposite. The Literary 
Digest, 354 Fourth Avenue, New York. 


Literary Digest 


How four advertisers have seen re- 
sults from limited appropriations 
is described in these broadsides. 
Send for copies. 
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Ten Accounts to Allen; 


Brandenburg Is Executive 


T. C. Allen & Co., Tulsa, Okla., 
have added the following accounts: 
Ideal Air Conditioner Company; Ma- 
loney Tank Company; Maxso Com- 
pany; May Brothers Company; Rog- 
ers Baking Company; Smith Separa- 
tor Corporation; First National Bank 
& Trust Company; Warren Petro- 
leum Company; Hamms Distribut- 
ing Company; and Mid-West Print- 
ing Company. 

Louis A. Brandenburg has joined 
the company as vice-president and 
account executive. 


“Tiny Tower’ Starts 
Tiny Tower, a monthly magazine 
for very young children, has been 
announced by Tower Magazines. The 
first issue will appear in December. 


Chicago Agency 
Now Frederick 
And Mitchell 


Nov. 2.—Frederick and 
Mitchell, Inc., a new advertising 
firm, has been formed in Chicago 
to take over the business formerly 
handled by Green, Fulton, Cunning- 
ham Company, well known Chicago 
agency. 

Both Karl A. Frederick and Harry 
Mitchell, principals in the new 
agency, were connected with the 
Green, Fulton, Cunningham Com- 
pany, and the new organization will 
occupy the same quarters, at 360 N. 


Chicago, 


Michigan Ave., and will serve the 
same clients as its predecessor. 

Mr. Frederick, who is president 
of the new agency, was also presi- 
dent of the former organization, 
which he joined in 1926. He had pre- 
viously been with Campbell-Ewald 
Company and with United States 
Advertising Corporation, with which 
organization Mr. Mitchell was also 
connected at one time. 

Mr. Mitchell was formerly asso- 
ciated with Dunlap-Ward Company, 
Advertisers, Inc., and J. Stirling 
Getchell. 

Both are well known in automotive 
advertising circles, having worked 
on numerous leading automotive ac- 
counts. 

A new Pacific coast office of Fred- 
erick and Mitchell has been opened 


in Los Angeles, under the manage- 
ment of Todd Reed. 

Accounts handied by the new 
agency include Nash Motors Com- 
pany; Prima Company; Fitzpatrick 
Brothers; Boyer International La- 
boratories; and D. D. D. Corporation. 


Laird Appoints Brown 


Rose Laird, toilet preparations, 
New York and London, has appointed 
the Brown Advertising Agency, Inc., 
New York. Newspapers and class 
magazines will be used. 


Tyson Gets Newmark 

0. S. Tyson and Co., New York, 
have been appointed advertising 
agents for A. S. Newmark & Bros., 
Inc., manufacturers of metal special- 
ties. Business papers will be used. 


N 
CHARLIE ai 


EDWARD J. 


GEIGER 


ERNEST 
HEITKAMP 


HEY LOVE life. They want to live 

it to the full. Their blood runs a 
little faster. They are under 40 or they 
think under 40. They play harder, they 
work harder. 


Itis a pleasure to publish a newspaper 
for men like that. In Chicago especial- 
ly, for the percentage of men who get 
a kick out of life runs high in Chicago. 

Their newspaper is the American 
because it isdramatic, dynamic, youth- 
ful, modern, amusing... preferred by 
men in more than 400,000 Chicago 
families. 


At clubs, at the games and races, on 


CHICAGO AMERICAN 


Now in its THIRTEENTH YEAR OF CIRCULATION LEADERSHIP in Chicago’s evening field 


LaSalle Street, at theatres you hear 
Chicago men say: ‘‘Will Rogers’ col- 
umn isa big tonic, isn’t it?’’.. . ‘Eddie 
Geiger certainly had the dope on this 
game’’. . .‘‘Vanderpoel’s financial pages 
are excellent’’. . .‘‘Gilbert Seldes fore- 
cast Roosevelt’s policy a week ago”’... 


and more about Heitkamp on golf, 
Lewis Haney on business, Charlie Dawn 
on night life, Edwin C. Hill’s human 
news stories, Railbird’s horses, John 
Starbuck on men’s fashions, Walter 
Winchell, Ashton Stevens, Leo Fischer, 
Bill Corum, Mark Hellinger. 


Evidence that Chicago American men 


a good newspaper 


are more active, g0 more, havea greater 
urge to spend: (1) The American car- 
ries more amusement advertising than 
any other daily newspaper in Chicago. 
(2) The American led all Chicago daily 
newspapers in 1932 in automotive ad- 
vertising. 

At least $500,000,000 will be spent for 
merchandise by Chicago American men 
and their families within the next 12 
months. 

The American can unlock a generous 
share of that expenditure for any man- 
ufacturer who will use its advertising 
columns consistently and adequately. 


LR 


us. 


National Representatives: Rodney E. Boone Organization 


FARMERS TO GE 
NEW CONCEPTION 
OF LUBRICATION 


Care of Stored Equipment ls 
Sinclair Theme 


New York, Nov. 1.—The rural 

phase of the current advertising cam. 
paign of the Sinclair Refining Com. 
pany is being introduced by page 
advertisements in a group of farm 
papers announcing a new booklet, 
“Lubricating Farm Equipment,” pub- 
lished in cooperation with the Na. 
tional Farm Council for Visual Edu. 
cation. 
Issued at a time when farmers in 
many parts of the country are pre 
paring to store their equipment for 
the winter, this booklet aims to edu. 
cate them on the importance of 
dead storage lubrication as a pre 
ventative to deterioration. 

Magazines to carry the Sinclair 
booklet advertisement in the next is. 
sues are Southern Agriculturist, Sue- 
cessful Farming, Capper’s Farmer, 
Farm & Ranch, Progressive Farmer, 
Wallace’s Farmer and the new Bu 
reau Farmer. 

The Federal Advertising Agency, 
which is handling the general cam- 
paign launched several weeks ago, 
the largest sales drive ever under 
taken by the company, produced the 
rural campaign. 

The predominating thought behind 
the booklet is that American farm- 
ers are obliged to spend approxi- 
mately $400,000,000 a year for re 
placements of their machinery, au- 
tomobiles and implements. 


Points to Large Saving 


“If, by proper care and lubrica- 
tion, only a fourth of this replace- 
ment bill were thus avoided, a saving 


would result,” the foreword says. 
This it presents as a happy thought 
to farmers harassed by grasshop- 
pers, locusts, fruit-fly, boll-weevils, 
the corn borer, wheat rust and Ol 
Man Weather himself. 

Few farmers realize, says the 
booklet, that the average annual 
period of active service for all types 
of farm machinery is equivalent to 
only 16 full working days. 

Continuing the _ sales - education 
message, the booklet notes the gen- 
eral lack of good storage facilities 
for the lay-up period, not only in 
the north but in the south, where 
“climatic conditions bear heavily 
upon the service life of farm equip 
ment.” 

Farmers are urged to drain old oil 
from tractors and refill with fresh oil 
to cover and protect smooth surfaces 
during the lay-up period, paint 
wooden surfaces and store in tight 
sheds. It also gives considerable 
attention to the Sinclair “law of lu 
brication” applied to farm machines, 
which sells progressively heavier 
oils as machinery wears down. 
There is, it is indicated, a good op 
portunity for further sales at this 
point because farmers are inclined 
to use quality greases and oils when 
equipment is new and inferior ones 
as it grows older. 

Indication of the reception ex- 
pected for the booklet was afforded 
during Farm Week at the Sinclair 
exhibit at the World’s Fair, where 
advance order cards were offered 
farmers. Within two months since 
then and before the booklet was 
off the press 25,000 requests for cop 
ies were received. 

The booklet plays up a motion 
picture, “Bootleg,” made by the Na- 
tional Farm Council for Visual Edu- 
cation for farm organization exhibi- 
tion. This picture treats of the de 
structive results of bootleg lubricat- 
ing oil. 


Frost Bros. Move 


Frost Brothers, New York adver- 
tising typographers, have moved to 


larger quarters at 216 East 45th St. 


of $100,000,000 a year to the farmer | 
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ADD A MILLION 
TO NET PROFIT 
OF TIDE WATER 


Armored Knight Carries Tydol 
to Victory 


New York, Nov. 2.—A substantial 
increase in earnings of Tide Water 
Associated Oil Company during the 
third quarter of 1933 reflects the 
successful introduction of a new 
product in one of the most extensive 
advertising campaigns the company 
has ever conducted. 

The principal promotion during 
the period was on Triple X Tydol 
gasoline in which an armored knight 
with broadsword upraised challenged 
the gasoline world. By coincidence, 
Richfield Oil Company, whose new 
campaign was scheduled to appear a 
little later, met the challenge with 
similar art work, depicting an ag- 
gressive knight. 


Introduce New Product 


Tide Water’s net income for the 
quarter ended Sept. 30 was, $2,464,886 
after all charges, reserves and fed- 
eral taxes, compared with $1,395,670 
for the corresponding period of 1932 

“The introduction and progressive 
promotion of new products this year 
by our companies have enabled us 
to maintain and increase our share 
of the available markets,” said Wil 
liam F. Humphrey, president. An 
other factor contributing to the im 
provement, he said, was the com- 
pany’s integration plan through 
which it produced a larger part of 
its finished products from its own 
crude reserves. Improvement in 
prices also played a part. 


Details of Campaign 


Tide Water’s newspaper advertis- 
ing started in May and continued in 
key newspapers of the east and mid- 


. dle west until the end of the summe 


motoring season shortly after Labor 
Day. Insertions were weekly at first 
and afterward averaged every other 
week. Lineage varied from seven 
full columns to 750 lines. 


Three 15-minute programs a week 
over the Columbia network were 
used, with half-showings of 24-sheet 
posters in the Tide Water’s distribut- 
ing area. Point of sale material in- 
cluded reproductions of the 24-sheet 
designs and pump banners. 


The challenge of its armored 
knight and the unexpected and coin- 
cidental acceptance of the challenge 
by Richfield added zest to the sales 
drive. 


The outdoor advertising attracted 
widespread attention because of the 
excellence of its art work, which 
represented three beautiful young 
girls speeding happily across the 
scene in a sport roadster. In some 
sections distributors selected from 
the communities’ belles girls resem- 
bling those in the illustration and 
whizzed them through the streets. 

Selling arguments for which the 
Triple X’s stood were the first lubri- 
cating-as-it-drives high-test gasoline, 
the highest anti-knock rating ever 
offered at regular gas prices and 
the most powerful fuel ever offered 
at regular prices. 

Tydex motor oil was featured 
later. The tamper-proof lubricating 
oil package did not contribute to 
the third quarter earnings improve- 
ment but is expected to increase 
earnings for the year. 


To Promote Cincinnati 


An organization known as _ the 
Manufacturers and Wholesalers Bu- 
reau of Cincinnati is being formed 
and will be incorporated to promote 
Cincinnati as a wholesale buying 
market and style center, and to elim- 
inate trade abuses. Officers are Ben 
Statman, president; Edward Hor- 
witz and Harry G. Liebschutz, vice- 
Presidents; Joseph S. Byrne, secre- 
tary; and Edward Weisbaum, treas- 
urer. 


Plan Magazine to 


Raise Charity Funds 


The Artists and Writers Dinner 
Club, a New York organization 
formed to aid needy artists and writ- 
ers, has announced plans for a maga- 
zine to provide revenue. 

Well known artists and writers 
will be expected to contribute arti- 
cles, stories and pictures as a con- 
tribution to charity. : 


Form Date Exchange 


The first industry-wide campaign 
on California dates will be launched 
this fall as a result of the organi- 
zation of the California Date Ex- 
change, controlling 90 per cent of the 
state’s production. Lord & Thomas, 
Los Angeles, are in charge. 


improve her figure, her complexion, 
as eager to get your help as you are 
studying the subject on the pages 


Add Roto for 


Ivory Soap as 
Colgate Halts 


New York, Nov. 3.—The struggle 
for supremacy in the soap field took 
an interesting turn this week as the 
Procter & Gamble Company intensi- 
fied its activity by adding rotogra- 
vure sections to its schedule for 
Ivory Soap, while Colgate-Palmolive- 
Peet Company manifested some un- 
certainty as to its future plans. 

The Blackman Company released 
the rotogravure advertising, said to 
be confined to a fairly small group 


of big city papers. It will run for 
six consecutive Sundays, starting 
Nov. 5. Each insertion will be 1,000 
lines and it is hinted that if results 
are satisfactory, additional rotogra- 
vure will be used. 

Palmolive rotogravure advertising 
was again canceled, following a pre- 
vious cancellation and a partial rein- 
statement. 

Procter & Gamble are also in- 
tensely active in the middle west, 
waging a $6,325 contest on American 
Family soap and flakes. There will 
be 259 prizes for the best letters on 
“Why do more women in this area 
prefer American Family Soap and 
Flakes to any other brand?” Awards 
range from $500 in cash to a portable 
electric Sunbeam Mixmaster. 


This advertising, placed by H. W. 
Kastor & Sons Advertising Company, 
Chicago, asserts that women of the 
Chicago area buy more American 
Family than all other laundry soaps 
combined. 


Lectures Published 


The New York Times has pub- 
lished a 60-page book, “Retail Adver- 
tising in Newspapers,” containing 
nine lectures on design and mechan- 
ics of newspaper advertising by as 
many authorities. 


Will Show Packaging Art 

The Junior Chamber of Com- 
merce, Los Angeles, will sponsor an 
exhibition of industrial design and 


packaging in that city Nov. 6-11. 


TELL 


RECIPE FOR PREFERRED POSITION AT NO 
EXTRA COST. First decide what mood you 
want your reader in. If you're selling a product 
with a romantic, pleasure-making side to it—for 
instance, vacation trips, automobiles, cigarettes— 


tell her when she is looking for relaxation, enter- 
tainment, pleasure. Tell her your story on the 


pages of McCALL’S FICTION AND NEWS. 


AND IT’S JUST AS EASY TO GET her attention to your new face powder, 


or astringent, or foundation garment, if you wait until she’s in the mood to 


her own charm. At the right time, she’s 
to give it. And that time is when she is 


of McCALL'S STYLE AND BEAUTY. 


SHE’S IN THE MOOD TO LISTEN! 


OR SUPPOSE YOU want to talk baking powder, 
or bathroom fixtures, or babies. Wait till she is 
thinking about the intricacies of homemaking and 
your story will echo her mood instead of interrupt- 
ing it. You will find she responds to your sugges- 
tions on household equipment, foods, or child care 
when she is reading articles that create this mood, 
on the pages of McCALL’S HOMEMAKING. 


AS A MATTER OF FACT, what the new McCALL’S does is to make an 
appointment for you, the advertiser, with the woman, when she is ready to 
listen. That is why this triple magazine, matching as it does the triple mood 
of every woman, makes your advertisement 31% more effective. For facts 
from advertisers, write McCall’s Magazine, 230 Park Avenue, New York. 


IT COSTS YOU 31% LESS TO HAVE A READER SEE YOUR PAGE IN THE NEW McCALL’S 
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ADVERTISING AGE 


November 4, 193) 


European House 


Names U. S. Agency 


Thomas H. Reese & Co., New York, 
have been appointed to prepare copy, 
layouts and art for the European 
advertising of Tokalon S. A., with 
main offices in Paris, France. The 
company is the largest cosmetic man- 
ufacturer and advertiser in Europe 

John F. Keane, managing director, 
who is now in New York to confer 
with the agency, said the appoint- 
ment was dictated by appreciation of 
superior American advertising tech- 
nique. 


Healy Joins Hicks 


Joseph F. Healy, publicist and pub- 
lic relation counsel, has become asso- 
ciated with the Hicks Advertising 
Agency, New York, as account execu- 
tive. 


SECURITIES LAW 
REVISION ASKED 


Hot Springs, Va., Nov. 1.—While 
the aims and most of the provisions 
of the newly enacted securities law 
are beneficial and are accepted as 
worth while by all investment bank- 
ers, the “punitive” sections of the 
law are making it impossible for in- 
dustry to secure new capital, and 
must be revised, the Investment 
Bankers’ Association of America was 
told at its convention here this week. 

Frank M. Gordon, vice-president, 
First National Bank of Chicago, and 


retiring president of the association, 
sounded the keynote by declaring 
that “no corporation director in his 
senses is going to risk existing re- 
sources by putting his name on fi- 
nancing under a law that makes 
him personally liable for the next 
ten years and adopts the un-Amer- 
ican principle that he is to be 
judged guilty unless he can be 
proven innocent.” 


Many Good Points 


Admitting frankly that the legis- 
lation had many good points—points 
which all members of the association 
welcomed with open arms—Mr. Gor- 
don nevertheless declared that in 
its present form it is a hindrance to 
business activity. 

“It is time for some plain speak- 


ing,” he said. “The law is a hin- 
drance to national recovery.” 

Declaring itself in favor of every 
provision of the law except that 
dealing with liability, the association 
unanimously adopted a_ resolution 
urging revision of this section. 

“It is essential to redefine the in- 
definite liabilities imposed by the 
securities act so as to make it pos- 
sible for responsible enterprises to 
meet their requirements for new 
capital and to cooperate with the 
recovery program,” the resolution 
declared, in part. 


Picks Ruthrauff & Ryan 


Lea & Perrins, Inc., New York, has 
appointed the New York office of 
Ruthrauff & Ryan, Ine., effective 
Jan. 1. 


f = =About Southern — 
_ Newspaper Coverage 


parable in size or productivity. 


income. 


markets intensively. 


Detailed inform 
markets is avail 
Newspaper Publi 
P. O. Box 468, Ch 


SIMPLE FACTS 


er of whit 
Srenenein ge Namen SEN 


@ Circulation of other media not com- 


@ Low linage rates enable you to work 


— is only one answer to that question: 


Southern newspapers. 


They carry on the spirit of the new South. And 
they blanket the South from Texas to Carolina, 
reaching practically 100% of all white families. 


No other medium is comparable—in circulation 


sales. 


@ Southern market represents ideally 
balanced agricultural and industrial 


South. 


on Southern 
from Southern 
ers’ Association, 
ttanooga, Tenn. 


SOUTHERN NEWSPA 


or in influence. The loyalty of Southern news- 
paper readers is an important help in winning 
Your advertisement in a Southern news- 
paper is an introduction and recommendation by 
an old friend of the family. 


If you are not in newspapers you are not in the 


HERS’ ASSOCIATION 


COLOR IS NEW 
SELLING POINT 
ON DOBBS HATS 


ter & Collier, Cincinnati. 


New York, Nov. 2.—A campaign Chic 
on blue just completed by Dobbs @ 
Co., Inc., resulted in successfully 
establishing the color as a fall fash. 
ion leader in men’s hats. Officials 
say the promotion was generally 
successful throughout the country Chi 
and particularly so in some of the to be 
leading cities. The promotion js ing ¢ 
being followed by another color pro. — 
gram on “game bird mixtures.” gg 

The whole campaign was devoted in Ch 
merely to promoting a shade of blue Ao 
selected by John Cavanagh, president aimed 
of The Hat Corporation of America, WBB) 
of which Dobbs and Crofut & Knapp bia o1 
are subsidiaries. It did not attempt § jo.49, 
to sell anything but the color and statio 
paid no heed to shape and other lumbi 
features that frequently comprise the of th 
chief selling point of men’s head Colun 
wear. Calkins & Holden, Inc., pre. vertis 
pared the advertising. “RK, 

As an entering wedge, Dobbs used J jn the 
a full color page in Collier’s in Sep- | peen 
tember. The color, of course, was | tynin 
the shade of blue promoted. In} gram: 
asking merchants to support the pro | «{p]j 
gram, Dobbs promised that 2,000,000 | the I 
people, the majority of them men | work 
with money to buy fine hats, would § sing 
have the color page brought to their § these 
attention. divid 

Uses Point of Sale Material — 

Point of sale materials further ese 
stressed the major theme of color. | cecyt 
A blue window card reproduced the “Tt 
magazine page, except for the para- | noun 
graph of copy. A blue hat box for great 
window and counter display was es- } prob! 
a designed for the $7.50 blue | stati 

at. majo! 

Liberal use of mats supplied by }| as ” 
Dobbs was made by merchants in | }umb 
their own newspaper advertisements _ 
in principal cities. Merchants were 
told of the blue promotion in trade) 7), 
paper advertising and in the fall and § jowe, 
winter dealer book which started out § pers 
with the blue hat material and fea- f ginn 
tured all copy prepared for its news- | work 
paper promotion. A similar position | py 
was given it in a consumer handbook, § togr; 
dealer distributed, and imprinted } who 
with the merchant’s name. gran 

cnr sat that 
Keeney Forms New = 
Publishing Company } ,,, 

F. P. Keeney, formerly president | jn’ ; 
and treasurer of Engineering Publi- Yess 
cations, Inc., Chicago, has disposed Spat 
of his interest in that company. 

Mr. Keeney has purchased two of Bur 
its publications, American Artisan Gert 
and Heating, Piping and Air Condi-f ing, 
tioning and will continue to publish | jois; 
those papers under the name of the Ol 
Keeney Publishing Company, with F Hel 
offices at 1900 Prairie Avenue, Chi- ter, 
cago. Est 

soap 

Starts “Seed Merchant” few 

The first issue of Seed Merchant, a Tl 
monthly for the retailer of seeds and § on © 
allied lines, will appear in January, § indi 
1934. This is the second in a group ony 
of dealer publications related to ag- § oyty 
riculture published by the Prairie} .,,, 
Farmer organization and _ affiliated first 
with Station WLS, Chicago. Bur- 
ridge D. Butler is publisher, Roy § @! t 
Lynnes editor, and Charles P. Dick- f be! 
son advertising manager. tion 

— that 

Ringold Leaves Bowen | Vill 

Henry Ringold has resigned as grat 
salesmen for Scott Howe Bowen, Inc., Fro 
national representative for broad- it’s 
casting stations, after a year in the I 
New York office. box 

ae ag grat 
Ad Club Has School eacl 

The Davenport, Ia., Advertising § #4 
Club is holding a six weeks’ adver-— T 
tising school, under the direction of } “we 
Neal Kelley, vice-president of Baw- § bia 
den Brothers. M 

nag ann 

Williamson Has Agency {cha 

Advertising of the Williamson §°on 
Heater Company, Cincinnati, maker §Pro; 
of steam, hot water and warm air §list 
furnaces, has been placed with Proc- frou 
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November 4, 1933 


POLUMBIA USES 
NEWSPAPERS TO 
TELL OF CHANGE 


Chicago Radio Situation Is 
Changed Greatly 


Chicago, Nov. 2.—What is believed 
to be the first newspaper advertise- 
ing ever placed by a chain broad- 
casting company appeared over the 
signature of William S. Paley, presi- 
dent, Columbia Broadcasting System, 
in Chicago dailies this week. 

A onetime shot, the 1,200-line copy 
aimed to build up listener interest in 
WBBM, which now is the sole Colum- 
pia outlet in Chicago. Prior to yes- 
terday, WGN, the Chicago Tribune 
station, and WBBM both carried Co- 
lumbia programs. No direct mention 
of the elimination of WGN from the 
Columbia set-up was made in the ad- 
vertisement, however. 

“For several years radio listeners 
in the whole great Chicago area have 
been placed at some disadvantage in 
tuning in their favorite network pro- 
grams,” Mr. Paley’s message said. 
“Unlike other big cities, not all of 
the programs of the Columbia Net- 
work have come to you through a 
single Chicago station. Because 
these programs have been hitherto 
divided between two or more sta- 
tions, it has been necessary, for in- 
stance, to turn the dial from one sta- 
tion to another even to receive con- 
secutive Columbia features. 

“It gives me great pleasure to an- 
nounce to all of our listeners in this 
great metropolitan area that this 
problem has been happily solved. 
Station WBBM, hitherto one of our 
major Chicago outlets, will now serve 
as exclusive Chicago outlet for Co- 
lumbia programs.” 


Follows With Blast 


The announcement copy was fol- 
lowed by full pages in evening pa- 
pers of Nov. 1, announcing that “be- 
ginning tonight all Columbia net- 
work programs swing to WBBM.” 

The page was illustrated with pho- 
tographs of numerous radio stars 
who are heard on Columbia pro- 
grams, an interesting feature being 
that each was identified with its com- 
mercial sponsor. 

Those shown included Jane Fro- 
man and Nino Martini, Linit; Sing- 
in’ Sam, Barbasol; “Elmer Everett 
Yess,” Plymouth Motors; Albert 
Spaulding, Fletcher’s Castoria; 
Burns and Allen, White Owl cigars; 
Gertrude Niesen, Ex-Lax; Fred War- 
ing, Old Gold; Nat Shilkret, Bour- 
jois; Angelo Patri, Cream of Wheat; 

Olsen and Johnson, Swift & Co.; 
Helen Morgan, Bi-So-Dol; Boake Car- 
ter, Phileo; Wayne King, Lady 
Esther; Bing Crosby, Woodbury’s 
soap; Myrt and Marge, Wrigley’s 
gum; and Christy Walsh, Postum. 

Those which are now being heard 
on WBBM for the first time were 
indicated by asterisks. 

“Tonight WBBM becomes the sole 
outlet for Columbia programs in Chi- 
cago,” the text declared. “For the 
first time in Chicago radio history, 
all the programs from one chain will 
be broadcast over a single radio sta- 
tion. This new arrangement means 
that a dozen of your favorite shows 
will be added to the fine chain pro- 
grams already broadcast by WBBM. 
From tonight on, if it’s Columbia, 
it’s WBBM.” 

In the center of the page was a 
box headed, “Hear these great pro- 
grams tonight on WBBM.” Here also 
each program mentioned was identi- 
fied with its sponsor. 

The page was signed by WBBM, 
“western key station of the Colum- 


bia Broadcasting System.” 

Meanwhile WGN took occasion to 
announce that, “unhampered by any 
chain affiliation,” it would hereafter 
concentrate upon the production of 
Programs ef particular interest to 
listeners in Chicago and the sur- 
Tounding area. 

The Chicago radio situation devel- 


oped further interesting news this 
week when the Federal Radio Com- 
mission approved the petition of 
Westinghouse for the removal of 
KYW, operated jointly here by West- 
inghouse and the Chicago Herald 
and Examiner, to Philadelphia. The 
station will continue to be heard 
from Chicago until suitable facilities 
can be developed in Philadelphia, 
however. 

Removal of this station will end 
much of the controversy which has 
raged over the over-quota supply of 
broadcasting facilities in Chicago. It 
is expected, for example, to result in 
refusal of the Federal Radio Com- 
mission to consider the demands of 
small Wisconsin stations for the 
channels of WMAQ and WGN. 


Campaign for 
Magazines to 
Be Continued 


Chicago, Nov. 2.—The current ad- 
vertising campaign of the W. F. 
Hall Printing Company of Chicago, 
in behalf of magazine advertising 
has been so successful that its con- 
tinuance in 1934 is believed to be 
assured. 


The Hall company, which operates 
one of the largest printing estab- 
lishments in the country, and which 
has a large stake in the magazine 
field because it prints many leading 
publications, has had as its objective 


selling the magazine in relation to 
the national merchandising plan. 


Publishers Cooperate 


It has been pointed out that the 
individual magazine publisher usu- 
ally has his own specific sales job 
to do, and that consequently little 
promotional copy in behalf of pub 
lications speaks for the medium as 
a whole. However, the W. F. Hall 
Printing Company has reported in- 
creasing cooperation from publishers 
in selling the basic theory of maga- 
zine advertising. 

Frank R. Warren is president of 
the Hall company, whose advertis- 
ing, in general and business maga- 
zines, is handled by the Chicage 
office of Batten, Barton, Durstine & 
Osborn, Inc. 


Fliller With Printers 


Edward J. Fiiller, who has been 
with United States Lithographing 
Company, Einson-Freeman Company, 
Sackett-Wilhelmns Company and 
others, has been appointed director 
of lithography of Liberty Show 
Printing Company, Pittsburgh. 


Adrix Club Starts 


A women’s advertising club has 
been organized at Lincoln, Neb., un 
der the name, “Adrix Club.” Harriett 
Ray of Rudge & Guenzel Company is 
president, Ada Bell secretary, and 
Anne Rankin program chairman. 


Ullman Moves 


Martin Ullman Studios, Inc., have 
moved to larger quarters at 25 West 


a 


HEAD OFFICE: 
481 University Ave. 


TORONTO 


**T had to learn to be . . . a dietitian, a cook, a housemaid, 
a nurse, a purchasing agent for the house, banker, hostess. .. 
If anyone were to ask me the secret of my successful home- 
making, I would shout it from the house tops—Chatelaine!” 


chateau, 


Chatelaine, the mistress of a 
who usually wore 
the keys of the castle sus- 
pended from her girdle ; hence 
—The Keeper of the Keys. 


37th street, New York. 


So speaks the modern chatelaine—mistress of her castle—and keeper of the keys to 
the welfare of her home . . . . Chatelaine’s scientific editorial formula is planned to meet 
her requirements....It is based on the results of a thorough investigation to determine 
what the younger married women of Canada want in a women’s magazine.... 
Chatelaine’s specialized editorial services include:- Chatelaine Institute—Chatelaine Baby 
Clinic—Chatelaine Patterns—Beauty Culture... . These features are combined in 
Chatelaine with modern fiction and interesting articles to makea highly satisfying blend 
of romance and realism .... The readers of Chatelaine are keepers of the keys to the family 
purchasing power in nearly a quarter of all the English-speaking urban homes in Canada. 


*An actual and typical reader reaction, 


A Magazine for Canadian Women 


BRANCHES: 
1070 Bleury St. 
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LEGAL PROBLEMS 
CONTINUING TO 
IRK DISTILLERS 


Radio Exempted from Reed 
Amendment Provisions 


Washington, D. C., Nov. 2.—With 
the adoption of the twenty-first 
amendment to the constitution of 
the United States, repealing the 
eighteenth and again allowing the 
sale of liquor products coming daily 
nearer realization, the Post Office 
Department, the Attorney General's 
office, and other government bu- 
reaus are being buried under a bar- 
rage of questions designed to clear 
up the legal status of the business. 


Reed Amendment Will Continue 


Isolated instances of advertising 
on behalf of liquors and spirits con- 
tinue to crop up, but the preparation 
and carrying out of definite sales 
and advertising plans is being re- 
tarded by the uncertainty which ex- 


ists over so many phases of the 
problem. 

Perhaps the outstanding develop 
ments in the situation during the 
past week, so far as the federal gov- 
ernment is concerned, were the opin- 
ion of the Attorney General that the 
much-discussed Reed Amendment to 
the Post Office appropriation bill of 
1917 will continue in force after re- 
peal; the announcement that the 
District of Columbia and all districts 
and territories directly under fed- 
eral control will continue dry; and 
the informal opinion expressed in 
official circles that advertising of li- 
quor over the radio is not affected 
by the Reed amendment. 


Important Effects 


In many respects this last devel- 
opment may be considered the most 
important of the week, inasmuch as 
it indicates that radio will be free 
from all federal restrictions in the 
matter of liquor advertising, while 
periodicals of all kinds, and national 
publications in particular, will be 
considerably hampered by existing 
laws. 

In unofficial opinions, various de- 
partments of the government have 
declared that since the Reed amend- 
ment was adopted before the advent 
of broadcasting, it cannot affect it 
in any way. In the absence of other 
laws regulating such broadcasting, 


therefore, there is no federal restric- 
tion applying to broadcasting. 

It is pointed out, however, that 
stations will be obliged to observe 
state laws concerning such adver- 
tising, in the same manner in which 
they are not required to observe 
state libel and slander laws. 


With reference to the continuing 
effectiveness of the Reed amend- 
ment, the National Publishers Asso- 
ciation, in a bulletin sent to mem- 
bers, declares that it has been ad- 
vised by the Postmaster General 
that copy of the type now running 
will be allowed in mail matter until 
the actual date of repeal. 

“During the past few months,” the 
bulletin said, “the solicitor general 
of the Post Office Department has 
permitted the use of the mails to 
certain advertisements of liquors 
(regardless of destination to dry 
states) where the copy was so quali- 
fied as to indicate that the liquor was 
not now for sale and would be for 
sale only ‘if and when’ the eigh- 
teenth amendment was repealed. 


Time Is Set 


“The ruling of the Postmaster 
General (declaring liquor advertis- 
ing to dry states unmailable under 
the Reed amendment) leaves a ques- 
tion as to whether copy already ap- 
proved and now in process of pub- 
lication may be mailable after Oct. 


Last Minute News Flashes 


Big Increase in Retail Advertising 


In October, merchants gave the CHICAGO HERALD AND 
EXAMINER 28,873 more lines of retail advertising than in the 
corresponding month of 1932. This gain is more than twice as 
large as that shown by the other morning newspaper. 
lows a September gain in retail advertising greater than that of 
any other Chicago paper. 


(Media Records, Inc.) 


It fol- 


Records, Inc.) 


Leads for 16 Months in Want Ads 


Classified advertisers are in a position to check results promptly 
and accurately. So it is important to all advertisers that these 
shrewd buyers of newspaper space gave the HERALD AND 
EXAMINER an impressive leadership for the sixteenth successive 
month—placed 62,510 more lines in its classified section during 
October than in that of the second Chicago newspaper. 


(Media 


Media Records Reports October Leader 


With last month’s figures now complete, it is seen that the 
TOTAL PAID ADVERTISING carried by the CHICAGO 
HERALD AND EXAMINER was greater than that of any other 
Chicago newspaper—morning or evening. This total includes na- 
tional, local, legal and classified linage. 


good advertising! 


EXAMINER market. 


Advertisers Develop Responsive Market 


The figures cited in the three preceding paragraphs prove 
that Chicago business men are devoting more and more of their 
appropriations to the development of the HERALD AND 
It is a rich market! It is responsive to 


30. In taking this matter up with 
the Postmaster General, we are ad- 
vised that such approved copy can 
be mailed up to the actual date of 
repeal, which will probably be 
Dec. 5.” 

One of the most important prob- 
lems brought on by the repeal of 
prohibition is the status of hundreds 
of well known trade marks in the 
liquor field. With opinion generally 
being that all trade marks which 
have not been used since the advent 
of prohibition are legally dead, the 
scramble for once-famous marks is 
evidenced here by the number of 
applications being handled by the 
patent office. 


Applications for trade marks for 
whisky were six times more numer- 
ous in the period from April 6 to 
Sept. 19 this year than in any twelve 
months since 1917, Conway P. Coe, 
commissioner of patents, has re- 
vealed. 


Similarly, in the five and a half 
months since the legalization of 3.2 
beer, the number of applications for 
beer trade marks has been nearly 
twice the total filed in any full year 
since 1917, while almost five times 
as many applications for wine trade 
marks have been received in this 
period, compared with any full year 
since 1917. 


The total number of applications 


for whisky and distilled alcoholic |; 


beverages trade marks has been 
greater than the number of applica- 
tions for beer, Mr. Coe said. 

Liquor trade mark registrations 
are being sought not only by organi- 
zations in this country, but by indi- 
viduals and corporations in a score 
of foreign countries, he declared. 


Warn of Taxes 


Hot Springs, Va., Nov. 1.—Turn- 
ing temporarily from the discussion 
of the securities act which engrossed 
the annual meeting of Investment 
Bankers Association here this week, 
delegates were told today by the 
association’s tax committee that ex- 
cessive taxes on beer and liquors 
may strengthen bootlegging and 
racketeering. 

“There is a very real danger,” the 
committee report declared, “that 
state and local imposts may nega- 
tive the results sought by making 
bootlegging still profitable. There- 
fore this committee urges that all 
beer and liquor taxes be enacted 
with the idea of eradicating racket- 
eering first.” 


Wineries Ready 


San Francisco, Cal., Nov. 2.— 
Western wine producers will spend 
more than $5,000,000 a year for ad- 
vertising upon repeal of prohibition 
laws, the Bank of America (Califor- 
nia), estimates. The bank’s estimate 
is derived from pre-prohibition rec- 
ords, together with projected in- 
creases in production and consump- 
tion of wine products since 1919. 

The bulk of the wine industry’s 
advertising appropriation will be 
spent in the newspapers, the bank be- 
lieves. 

Recent surveys indicate California 
will have approximately 50,000,000 
gallons of sweet and dry wines ready 
for the market by the first of the 
year. 


Extends Greetings 


Peoria, Ill., Nov. 1—Hiram Wal- 
ker & Sons, Inc., which is building 
what is declared to be the largest 
distillery in the world here, took 
large space in local papers last 
week to “extend neighborly greet- 
ings” to the community. 

“Confident of the sound thinking 
and good judgment of the American 
people and the return of more pros- 
perous times, Hiram Walker & Sons 
are now investing more than $4, 
000,000 in the construction of the 
largest distillery in the world at 
Peoria, Ill.,” the advertisement said. 

“With a feeling of appreciation 
for the judgment of the American 
public, Hiram Walker & Sons pledge 
their sincere efforts to cooperate in 
the strict observance of temperance 
and the judicious use of our distil- 
lery products. 


“William E. Hull, general man- 


ee 
a 


ager, guarantees to the public that 
nothing but high grade products wij 
be produced at reasonable prices, 
The American public will soon hayg 
the opportunity to enjoy the trust. 
worthy brands which the world hag 
known under the Hiram Walker ]g. 
bel since 1858.” 


Supply Is Small q 


New York, Nov. 2.—The supply of 
American straight and _blendeg 
whiskies will be sufficient to meet 
the estimated demand for the first 
year of repeal, but the second year’s 
supply is uncertain, a survey here 
indicates. 

The amount of bonded whisky ip 
storage June 30 was 11,000,000 ga). 
lons, but heavy withdrawals since 
that time, due to the lightening of 
restrictions on prescription liquor in 
drug stores, will reduce the supply 
to an estimated 6,500,000 gallons by 
the time repeal is effected. 

The whiskies on hand are all old, 
ranging from 11 to 20 years, and 
are very strong, so that the 6,500,000 
gallons will lend themselves to 
blending up to about ten times their 
volume. Blending would create a 
possible supply of 65,000,000 gallons, 
which is estimated to be the first 
year’s demand. 


Study Distribution | 


New York, Nov. 2.—As another 
week rolled by bringing repeal that 
much closer, liquor firms were scruti- 
nizing with growing eagerness the 
possible channels of distribution, 
upon determination of which active 
planning of campaign copy awaits. 

Effects of the recently imposed 
import ban continued to retard li- 
quor advertising plans and unsettled 
to a certain extent distillers’, wine- 
ries’ and importers’ efforts to sign 
up wholesale distributors. It caused 
an increase in shopping around 


among retailers who are planning to 


establish liquor departments. 

Likewise advertising men who 
have liquor accounts were unable to 
make much headway, since before 
campaigns are produced, it will be 
necessary to know how the goods 
will reach the public. 


Department Stores Decide 


Distillers apparently favor distri- 
bution through organizations already 
operating, such as department and 
drug stores. Department store offi- 
cials have given the matter consid- 
erable thought and a few have de- 
cided to install departments. R. H. 
Macy & Co. definitely have decided 
to open such a department. A small 
advertisement for liquor salesmen 
to be signed up for employment 
when and if the department is 
opened, was run in the New York 
Times recently. Bloomingdale’s, like 
a number of specialty stores, is now 
accepting “when and if” orders for 
liquor, and the Hahn Department 
Stores are also expected to open de 
partments. 

Much attention is being given the 
investment required, which depart- 
ment store executives consider 
rather high. 

At headquarters of the Great At- 
lantic & Pacific Tea Company it was 
learned that no serious discussion 
has been given the prospect of sell 
ing beverages of higher alcoholic 
content than those now handled. 


Doig on Old Job 


J. Rufus Doig, for a short time 
San Francisco office manager of Ed- 
ward Petry & Co., Inc., radio station 
representatives, has returned to 
O’Mara & Ormsbee, Inc., national 
newspaper’ representatives, with 
whom he previously had been associ- 
ated. 


New Work on Publicity 


“How to Do Publicity,” a work by 
Raymond C. Mayer which covers 
agency publicity activities, has been 
published by Harper: & Brothers, 
New York. 


Ehlinger Heads Club 
Stanley J. Ehlinger, president, 
Ehlinger & Higgs Advertising, Inc. 
Tulsa and St. Louis, has been elected 


president of the Tulsa chapter of 


American Business Club. 
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AMERICA’S TWENTY MILLION DOLLAR A MONTH SPENDTHRIFT 
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SS) But hes really 

ing of 
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supply 
ms by} WHY SUFFER wir BACKACHES: ? ( 
ll old, You can remove the cause of those distressing backaches V 
3, and by taking a daily. glass of Wolfe’s Schnapps! This 
00,000 purest of all gin spirits, distilled in Holland, which 
es to contains medicinal properties found in no other spirit, 
; —- purifies the blood stream, cleanses the kidneys, and tones 
, a 
allons, up the system. 
e first It prevents and overcomes Kidney troubles. Feel well 


every day, and all day by taking a daily glass of Wolfe’s 
9° 


=| WOLFE'S 


il that 
scruti- 
ss the 
bution, 
active 
waits. PRODUOT OF HOLLAND to 
nposed WOLFE’S SCHNAPPS is 
ard li- “For your Heaths sake te & Se. neach 
settled W540 
wine- ‘ 


» sign} Wolfe's Schnapps, “purest of all gin spirits," is being advertised 
caused} as a remedy for colds, back aches, dyspepsia, etc., in Australia, 
‘round } where residents are being urged to drink a glass regularly each day. 
ing toy Jan, making remarks i in Dutch, features the current series in order to 
tie up the company’s former advertising, which always portrayed 
ble to| Dutch scenes, with the present more specific a Goldberg Ad- 
before| vertising Agency, Ltd., Sydney, N. S. W., is in charge of the Aus- 
vill. be eahen campaign for this Dutch product. 


goods Sn 


distri- 
lready 

: — SELLS SCHNAPPS to men, some of it being pointed 
| directly at the female market. 

ve But while the style of the adver- 
R. H 10 AUSTRALIANS tising and its general theme have 
ociten undergone radical change, a definite 


tie-up with the advertising of the 
past and the long and honorable his- 
yment} Sydney, N.S. W., Australia, Oct. 2./tory of the beverage is made 
nt is) —No American producer or distrib-|through the introduction of “Friend 
York} Utor of spiritous liquors may have| Jan,” a cheerful Dutch gentleman 
s, like} the hardihood to advertise his prod-| who comes to the aid of run-down, 
s now} Uct as an aid tc health after repeal |tired-out individuals at the psycho- 
rs for} Of the eighteenth amendment, but | logical moment, always with a bottle 
tment? if he should have such an idea in| of Schnapps in his hand. 
en de) Mind, the current campaign for| ‘To further bridge the gap be- 
Wolfe’s Aromatic Schiedam Schnapps |tween former and present advertis- 


!,. UNLESS YOU TALK 
TO HER WHERE SHELL LISTEN! 


. - - in the Pages of Her 
Favorite Magazines ... the 
Komence Group... 


who 


thus takes on a medical flavor gen- 
erally connected with drug items, 
rather than with spiritous bever- 
ages. In line with this theme, the 
copy is not addressed exclusively 


magazine for an evening at home, almost 
invariably it’s one of those pictured below 
—the Romance Group. 


She reads them, believes in them, because 
they reflect the romance and heroics of the 
age and period in which she lives. 


She’s young, personable, vivacious, fre- 
quently lovely—and she’s a very busy 
woman. Only 24, to be true, but she has 
hundreds of things to do... places to go... 
things to buy. She has dates... dances... 
and picture shows—and her literary fare is 
limited. Newspapers get a quick once-over 
—philosophy and serious thinking can come 
later . .. but when she curls up with a good 


There’s a million of her, the most re- 
sponsive audience in America. To prove 
that, ask any national advertiser using 
keyed copy where his lowest cost per in- 
quiry or per sale comes from. The Romance 
Group would be glad to be judged by 
those standards. 
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which is running in newspapers here 
and in New Zealand, may give him 
some interesting ideas. 

Wolfe’s Aromatic Schnapps, a 
Dutch product, was a good seller in 
the American market 80 years ago, 
and was much more recently one 
of the favorite beverages of Aus- 
tralia, according to Frank Goldberg, 
governing director, Goldberg Adver- 
tising Agency, Ltd., which handles 
the account. 

“However,” Mr. Goldberg declares, 
“with changing times and _ habits, 
people have tended to buy the com- 
Mmoner brands of gin in place of this 
old established gin spirit.” 


A Glass a Day 


To remedy this situation and to 
return Wolfe’s Aromatic Schnapps 
to the affections of the people, ad- 
Vertising for the product was radi- 
cally changed this year. While ad- 
Vertising for the product for many 


years has consisted mainly of pic- 
turing Dutch scenes, current copy 
is of the “reason why” type, and 
Points the moral that “a glass of 
Wolfe’s Schnapps each day” will 


ing, Friend Jan’s pointed questions, 
in Dutch, are used as headlines in 
the series, the translation into Eng- 
lish serving as a second headline. 

Individual pieces of copy are spe- 
cifically addressed to sufferers from 
various ailments, such as colds, back 
aches, dyspepsia, etc. A typical ad- 
vertisement shows Friend Jan walk- 
ing down the street with an unhappy 
looking gentleman, while the heaa- 
line declares: ‘“ ‘Niet noodid zich 
ziek te voelen,’ said Friend Jan.” 

“Which,” the secondary headline 
informs us, “was only the Dutch way 
of saying . . . ‘There’s no need to 
feel seedy.’ 

“The way to feel fit and well every 
day is to take a daily glass of 
Wolfe’s Schnapps. This purest of 
gin spirits, distilled in Holland, 
sends a rich glow of health through 
your system,” the text continues. 
“It invigorates, purifies the blood- 
stream and cleanses the kidneys. 
Doctors inevitably recommend a 
glass of Wolfe’s Schnapps each day 
to tone up an ailing system, for no 
other spirit contains the same medi- 
cinal qualities.” 


WHEN YOU BUY THE ROMANCE GROUP 


YOU’‘RE BUYING SALES .. . 


NOT HOPES 


Bere ances 
ow" 


1100,000 FOR 


( Guaranteed ) 
$1760 A PAGE 
..... AMERICAS MOST 


RESPONSIVE BUYING 
AUDIENCE 
e 


0 ’ 


TRUE ROMANCES*... TRUE —ee .. LOVE and ROMANCE* 


aid in keeping men and women in 


the best of physical shape. “Electric Journal” Moves — setae 161,312 
b The theme of the advertising is| pe Rlectric Journal has moved its MOVIE MIRROR? s % RADIO MIRROR} 
ased entirely upon the medicinal | offices from Pittsburgh to 30 Rocke- *Current Circulation 200,000 100,000 +Guaranteed Circulation 


qualities of the spirit, and the copy| feller Plaza, New York. 
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New Advertising 
School Started 


Boston, Mass., Nov. 2.—Massa- 
chusetts Advertising School, a new 
venture, has been inaugurated here, 
by a group of well known advertis- 
ing men. A two-year course in all 
phases of marketing and advertis- 
ing is offered by the school, which 
is located at 711 Boylston St. 

David M. Cheney is president of 
the school, Frank T. Wingate is 
dean, and F. Wyllys Emery is as- 
sistant dean. 

A curriculum embracing every 
phase of advertising and every 
branch of advertising activity, is 
being offered. Prominent advertis- 
ing men of Boston are conducting 
the classes. 

Among those associated with the 
school as instructors are David M. 
Cheney, author, feature writer, head 
of English department; Harold E. 
Fellows, commercial manager, 
WEEI; F. Wyllys Emery, depart- 
ment store work; Harold G. Mc- 
Mennamin, art director, Lavin & 
Co.; Marshall I. Hough, account 
executive, Lavin & Co.; E. D. Par- 
ent, engaged in research for media; 
Daniel G. Fox, artist; Norman R. 
Millard, sales promotion, Boston 


Consolidated Gas Company; Philip 
McAteer, New England Electrotype 
Company; Joseph P. Donovan, Dono- 
van & Sullivan Engraving Company; 
and David W. Biller, Sturn, Inc., di- 
rect mail advertising. 


Jack Henderson 
Commands Ad Post 


Jack Henderson, Crowell Publish- 
ing Company, has been made com- 
mander of the Detroit Advertising 
Men’s Post of the American Legion. 

Other new officers are Eugene Zu- 
ber, Campbell-Ewald Company, sen- 
ior vice-commander; Arthur Vixon, 
Guy S. Osborne, Inc., junior vice- 
commander; Robert Stouffer, Out- 
door Advertising, Inc., adjutant; and 
Preston Roberts, O’Mara & Ormsbee, 
Inc., finance officer. 


Two for Stevens 


The Willard E. Stevens Advertis- 
ing Agency, Chicago, is placing ex- 
change radio broadcasting orders for 
Zenith Radio Corporation and cash 
and exchange advertising for maga- 
zines and radio for Club Aluminum 
Company, Chicago. 


Ad Men Address School 


The Dallas, Texas, Advertising 
League is sponsoring the advertising 
courses being introduced at the Dal- 
las Y. M. C. A., and members of the 
league will talk to students. 


Medium Analysis 
Form Introduced 


San Francisco, Cal., Nov. 1—A 
media-presentation form which is 
claimed to give all necessary infor- 
mation in concise and uniform form 
has been developed and copyrighted 
by Walter S. Reilly, well known pub- 
lishers’ representative. 

The form is a four-page printed 
outline, under the general title of 
“Advertising Medium Analysis,” with 
spaces provided for filling in the 
necessary facts. It is produced in 
five varieties, covering general peri- 
odicals, newspapers, farm period- 
icals, business publications, and ra- 
dio broadcasting. 

The forms are being printed and 
sold by Knight-Counihan Company, 
San Francisco. 


Has Aviation Atlas 


The aviation department of the 
Gulf Refining Company has issued 
its “1933-34 Aviation Atlas,” a non- 
commercial compendium of aviation 
information, the third edition of 
which is now being distributed. 
World aviation facts, history, statis- 
tical data and leaders are presented 
comprehensively in picture, tabula- 
tion and graph. 
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Meyercord All Pwepose Signs — even more 
peunanent thaw the best hand painting ~ 
on your dealers’ windows... 
als a a el 


When you consider the low price at which these Quality 
and that the life of the sign is 
measured in terms of years, not months, you'll agree 
that you're getting A\ Lot of Advertising for Little Money! 
That's why hundreds of firms are using them today. 


THE MEYERCORD CO. 


208 W. Washington St., CHICAGO 
DECALCOMANIA TRANSFERS 


For Windows, for Tops-of-Windows, for 
Trucks, for Name-plating, for Decoration 


LET OUR ART DEPARTMENT CREATE A SIGN FOR YOU. INQUIRE NOW. 


SOHIO LAUNCHES 
SPECIAL WINTER 
SERVICE DRIVE 


Cleveland, O., Nov. 2.—Based on 
the theme, “Let Sohio get your car 
ready for winter,” Standard Oil Com- 
pany of Ohio yesterday launched a 
newspaper, outdoor, magazine and 
radio campaign designed to secure a 
larger proportionate share of winter 
business for the company. 

The drive, which blankets the trad- 
ing area of the company, will con- 
tinue through the winter months. 

Recognizing that cold weather 
breaks down ordinary sales resist- 
ance and that this is the season 
when emergency customers can be 
converted to year ’round patrons, it 
is the company’s intention to set up 
special winter servicing facilities and 
bid for early customers in this line, 
thus clearing the decks for more 
business later. By spreading the 
work over a longer period, it is 
pointed out, better service can be 
rendered and the bid for all of the 
prospect’s business will be more ef- 
fective. 

“Sohio Winter Service” will be pre- 
sented to the public with a variety 
of appeals covering the company’s 
many offerings during the winter 
period. The advertisements will point 
out in rapid succession the tender 
spots that especially need protection. 


Much Point of Purchase Help 


In addition to the newspaper pub- 
licity, and keyed in with it, will be 
special sales promotion material to 
be sent to stations throughout the 
state. Special posters for display on 
service station boards, all in brilliant 
colors, have already been mailed. 
Specially designed job cards for Ford 
and Chevrolet drivers, who consti- 
tute 50 per cent of the market, as 
well as general folders for other 
makes, are also being sent to station 
attendants. The job cards list all of 
the services which Sohio offers. 

Special smashes on Sohio gasolines 
and motor oils will stress the supe- 
riority of these products throughout 
the campaign. Quick-starting for 
winter driving will be featured. 

A total of 84 Ohio newspapers will 
be used in the campaign in addition 
to the other mediums. The schedule 
of advertisements to appear in news- 
papers during the first six weeks has 
been broken down into five groups, 
with products to be featured during 
this period including gear oil, Atlas 
Tires, Sohio Ethyl, Motor Oil Serv- 
ice, Radiator and X-70. The five 
group schedules will mean that sev- 
eral of these products will be adver- 
tised during the same week. 


General Motors to 
Celebrate Jubilee 


General Motors Corporation will 
celebrate its silver jubilee Nov. 29, 
with a special edition of Automotive 
Daily News. 

The automotive paper will issue a 
rotogravure section depicting the ro- 
mance of General Motors. 


Walker Distillery 
to Campbell-Ewald 


Hiram Walker & Sons, Inc., world’s 
largest distiller, has placed its United 
States advertising with Campbell- 
Ewald Company, Detroit. 

The company is building a huge 
new plant at Peoria, Ill. Main offices 
are at Walkerville, Ont. 


Has Teletypewriter 


The Fenger-Hall Company, news- 
paper representative, has installed 
teletypewriter service between its 
Los Angeles and San Francisco offi- 
ces. It is expected that similar serv- 
ice will be used later in the com- 
pany’s offices in New York, Chicago, 
Boston, and Seattle. 


Form New Agency 


Sylvania Advertising Associates, 
an advertising agency at 442 William 
St., Williamsport, Pa., has been or- 
ganized by W. G. Jones and G. H. 
Topper. The organization has joined 
the Allied Service Agencies network. 


= 
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Tenth District 
Ready for Meet 


Fort Worth, Tex., Nov. 2.—Texg 
advertising interests will make this 
city theirs next week, when the ap. 
nual meeting of Tenth District, Aq. 
vertising Federation of America 
meets here. The dates are Nov. 10-1) 

Speakers will include Edgar Ko. 
bak, A.F.A. president, Frank ¢ 
Huntress, publisher, San Antonio, Bp. 
press and Evening News, and Amo 
G. Carter, publisher, Fort Wort, 
Star-Telegram. 

Alf Edwards, Waco, chairman of 
the “On-to-Fort Worth” committe 
appointed by District Governor A, 
Cohen, reports much interest in the 
meeting, with expectations that the 
attendance will be unusually good, 


Two for MacDonald-Cooh 


Advertising of the Muessel Brey. 
ing Company, South Bend, Silver 
Edge beer, and the Tyler Sales Fiy. 
ture Company, Niles, Mich., has been! 
placed with MacDonald-Cook Cop. 
pany, South Bend. 


Davidson to Anfenger 


After an absence of two and a half 
years, during which time he was as. 
sociated with the Miracul Wax Con. 
pany, St. Louis, G. E. Davison has 
rejoined the Anfenger Advertising 
Agency, St. Louis. 


Wirt Elected 


Fred Wirt, advertising manager 
for J. I. Case Company, Racine, Wis, 
has been made president of the Ra 
cine Kiwanis Club. 
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ARD PAN,” “brass tacks,” “pay 
dirt,” “fundamentals” ... those 
are the things we’ve got to get 


back to. Anybody will tell you so— 
practically uninvited. You can’t escape 


“We’re in for a long hard pull.” “Busi- 
ness isn’t going to pick up—you’ve got 
to pick it up!” “Perspiration .. . not 
inspiration!” “Start all over again.” 

These, and. many more bright, dull 
sayings, anent the return to the shirt- 
sleeve era, will soon be printed in b.f. 
caps and distributed to ex-vice-presidents 
to stick under their plate glass desk-tops. 

Cappy Ricks and his go-getter salesman 
are due for a return bout. 

Well, at least so far as advertising is 
concerned, maybe this “back-to-funda- 
mentals” urge won’t be such a bad idea. 
Of course, we'll probably go the extreme 
of: “This is a bathing suit; it is a very nice 
bathing suit; you use it for swimming.” 

But even such depths of un-inspiration 
won’t be half as silly as some of advertis- 
ing’s current flights of fancy in our fever- 
ish attempts to make things always not 
what they seem — (to go Longfellow one 
better). 


FOR INSTANCE: 


2 
Bot? 


1 Smoke a certain cigarette because, 
among other things, the advertising tells 
you how to saw a woman in half. (‘‘Ap- 
parently,” of course!). 


2 Top off your noon-day salad with a 
mayonnaise which, the advertising tells 
you, contributes “extra health benefits.” 
And one of these “‘extra health benefits” 
is, actually, “renews your mental health.” 
Now I ask you! 

Don’t hop on me, Mr. Food Chemist. 
I'm reluctantly willing to admit that 
you’ve found some way to prove that your 
mayonnaise will really renew my “‘mental 
health.” But what the hell is “mental 
health”? And, if you expect me to eat 

our mayonnaise on that plea, the very 
east you can do is tell me how many gal- 
lons I’ll have to consume daily to im- 
rove my “mental health.” Of course, 

m probably a tough customer; a throw- 

back to the days when people mixed salad 
ressings with a delicate regard for flavor 
rather than for therapeutics. 


3 Again, a not-too-subtle current adver- 
tisement whispers that its particular 


mi brand of tea “quickens your emotions.” 


Hot Cha! 

(I suppose it also ¢astes pretty good, 
with a little sugar or lemon!) 

_ Imagine your sales-curve, Mr. Adver- 
tiser, if you could get Clara Bow to say, 
‘I always drink a quart before each of 
my love scenes!” 


Well, I suppose that’s one way to 
“advertise.” (That’s nasty, I know, but 
so is the advertising.) 


4 Want another one? All right; did you 
know that canned pineapple now (that 
“now” is very essential, it’s another way 
of saying “‘Science Has Discovered A New 
Way”) helps you resist infections and 
promotes your growth? Yes—a sort of 
gargle and cod-liver oil all in one. 

(“So itt spp all your pine-epple, Mow- 
ris, so you'll be a nize beeg men widout 
scarlet fivver.”’) 


5 One more. Remember that good old 


gooey corn syrup you used to smother 


your pancakes and waffles in? It had a ° 


particular flavor that was just different, 
somehow, from anything else. 

Well, it probably has the same flavor 
still, but, in this enlightened day, you eat 
it because a “dash” of it supplies “‘mus- 
cle sugar,” the stuff that “quickens your 
energy.” Honest Injun! The advertising 
proves it by showing an actual “picture 
chart” of how your old energy curve goes 
up after this treatment. 

So, instead of that horizontal bar you 
promised Junior, just get him a case of 
corn-syrup! (Meanwhile, try a handful 
of dumb-bells on your morning pan- 


cakes!) Bitit 
Ose 
G=g=> 


Really, it’s got to the point where al- 
most anything that’s advertised will cure 
anything you’ve got — from halitosis to 
hang-nails. 

And as for foods — if some cereal ad- 
vertiser wants a swell slogan, here it is: 
“Not a Laxative.” 

“Smart Aleck,” did you call me? How 
come? I’ve quoted only from actual ad- 
vertisements, every one of which a 
peared in the past few months. And, in 
each case, the “appeal” to which I’ve 
taken exception was the lead, the “‘news,” 
of the advertisement — not some extra 
little plus buried amongst the 6 point. 

In all fairness, I hasten to admit that 
not all current advertising strains thus 
at the leash of credulity and common 
sense. But there isn’t enough of it to pay 
interest on the $345,000,000 spent in 1932 
for national advertising alone. 

The old Joseph Richards Agency used 
to preach “Facts Need Never Be Dull” — 
and proved it with many a swell headline. 

A few advertisers (and agencies) still 
stick to the trick of serving up logical 
facts with an advertising flavor that 
makes dollars drool from the mouths of 
pocketbooks. 


For instance, you all remember that 
rand advertisement, “It may never again 
so easy to become ‘the man who owns 
one’,” that sold you on wanting a Pack- 
ard, without once raising its voice and 
without once putting its tongue in its 
cheek. 

And the current Frigidaire campaign 
which tells you that the new model “uses 
less current that one ordinary lamp 
bulb.” (Incidentally — oh quite inciden- 
tally —the Frigidaire plant has been run- 
ning 24 hours a day—7 days a week!) 


Then there’s the Hoover Vacuum 
crowd. Somebody there has a way of 
consistently selling quality and price at 
one and the same time — and of making 
women want the Hoover because of its 
ability to “beat as it sweeps as it cleans” 
— all without one word about the dangers 
of disease germs that lurk in flying dust! 
Read this, from a recent Hoover ad- 
vertisement, and see if you don’t agree: 
“Though plated silver may give way to 
sterling; velvet rugs to Orientals, there is 
one possession no woman will ever re- 
linquish. It is her Hoover. No matter 
how wealthy she may be some day, she 
can’t buy a finer cleaner than the Hoover. 
No matter how limited her means may be 
now, she can’t buy a more economical 
one. Any woman can own a Hoover for a 
payment as small as $4.50 down.” 
sn’t that a pretty slick way of telling 
a woman that the Hoover is pretty 
darned good, costs only a little to own, 
and will last a long, long time? 
The bottom part of the advertisement 
told (and i//ustrated) all the features of 
the Hoover to the point where the page 
could have been inserted “‘as is” in a mail 
order catalog. Yet, the layout was well 
ordered and inviting. 
And, with all this, there was still room 
for a generous illustration of a woman 
who looked like your wife, and of another 
who looked like your wife will, when 
you’ve made your pile. 
Here are a few more recent proofs that 
facts, fundamentals, “brass tacks,” “hard 
pan” and “pay dirt” need be neither dull 
nor apologized for: 
The current campaign of the Copper & 
Brass Research Association, under the 
series head “News About Copper and 
Brass,” actually makes “‘news” out of 
some of the “dull” 
“copper people” have forgotten. I read 
every one of those advertisements and 
a. I can’t make a thing with my hands. 
b. I do not trace my ancestry back to 
Paul Revere. 

c. I never putter about the house. 

d. I don’t own a share of copper stock. 
(Thank God!) 


facts that most | 


But, if I ever build or buy another 
house, I’m going to ask a lot more ques- 
tions about copper this’s and that’s. 


Also (can you imagine it?) I bought a 
copper tea-kettle recently and, last week 
one of those new, copper beer sets! 

Then, in any list of “good examples” 
you'd have to include Fels-Naptha. 

“Extra Help? That’s no idea,” most 
of our practicing sloganeers would say. 
Yet, for years now, Fels-Naptha has suc- 
cessfully translated its naphtha content 
into terms of “extra help” on washday. 

And, has actually made a believable, 
logical, desirable virtue out of what was 
once a drawback, simply by calling it a 
“clean, naphtha odor.” And if anyone 
ever wants a more human, more inviting 
caption than “All right, Mrs. Sid Ward, 
you write this advertisement,” don’t ask 
Mr. Ward to write it! 


Finally, if you want a whole carload of 
evidence of the interesting, dramatic, en- 
thusiastic, sa/esful things that can be done 
with facts, fundamentals, cast a glance 
over the daily department store adver- 
tising. 

Most of us wouldn’t last 3 hours in a 
department store! Department stores 
have a disturbing habit of expecting to- 
night’s advertising to sell merchandise 
tomorrow morning! And you don’t sell 
many egg-beaters by telling what good 
hair-curlers they are! 


Well, there doesn’t seem to be much 
point to this little outburst does there? 
Oh yes, there is, I almost forgot! The 
tack — that brass one. Say, (this is just 
a suggestion, of course) if all us advertising 
geniuses will slump suddenly down in our 
chairs (tack pointing due “up”) and, 
among other things, stab ourselves back 
to the realization: 


1 That dentifrices are made to clean 
teeth (not to remove germ-laden 
films ... by the time your teeth are 
that bad, the dentist should have a 
look-in); 

2. That foods (even canned pineapple) 
are supposed to be eaten and 
enjoyed; 

3. That cigarettes are something you 
smoke for pleasure! (you’d walk a 
mile for a good one); 


4. That fundamentals are stil] good 
selling ideas 


... we might still all have jobs this time 


next year! Maybe some raises, even! 
So what? 


C. H. BILLIPP 


of THE GEYER COMPANY 
DAYTON, OHIO 


This copy is Mr. Billipp’s contribution to the open 
forum for copywriters originated by Collins, Miller 
& Hutchings. Some of the boys don’t seem to pull 
their punches a bit. We are wondering if a free-for- 
all with no referee is really sporting. If the ring- 
siders have an opinion, we shall be pleased to listen. 
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and 
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STATION IN 


RETAI 


Who 
ARE MAKING 


KSTP 


THE DOMINANT 


THE 


9™ U.S. 


L 


MARKET 


(MINNEAPOLIS-ST. 


PAUL) 


LOCAL AND 


NATIONAL "SPOT" — 


Alverdes Restaurant 


American Oak Leather Co. 


Assn. of Amer. Soap & Glycerine Pro 


ducers. 
E. E. Atkinson & Co. 
Ballards & Skellets 
Basdeka Bros. 
a Beechnut Packing Co. 
7 Helen Behrens 
Chevrolet Motor Co. 
Coezene 
Crazy Crystals Co. 
Curtis Hotel 
Curtiss Candy Co. 
Direct Service Oil Co. 


Dwarfies Corporation 


Foreman & Clark 
C. Forsman’s Furs 
General Mills, Inc. 
Germania Tea Co. 
S. P. Glemaker & Co. 
Gluek Brewing Co. 


Iodent Chemical Co. 
Justrite Company 
Klaber Bros. 

Knox Company 
Kunz Oil Company 


Leader, Inc. 


E. I. DuPont de Nemours & Co. 


First Church of Christ, Scientist 


Great Northern Coal Co. 
Hancock Nelson Mercantile Co. 
Hasty Tasty Food Shops 


Langford’s Sandwich Shop 


McCluskey Bros., Inc. 


Marshall Company 


Millers Cafeteria 


Minnesota Pyroil Co. 


Nagell Hardware Co. 
National Carbon Co. 
Nevens Company 


Dorothy Perkins Co. 
Petroleum Service Co. 


Purity Baking Co. 


Seminole Paper Corp. 
Sendol Company 
John A. Smith Co. 


Northwestern Fuel Co 
Northwestern National Life Insurance 


Co. 
A. B. Packard Shoe Co. 


Maryland Pharmaceutical Co. 
Minneapolis Brewing Co. 
Minneapolis Honeywell Regulator Co. 
Minnesota By-Products Coke Co. 


Montgomery Ward & Co. 
Benjamin Moore & Co. 


Prophylactic Brush Co. 


Radio League of the Little Flower 
Rumford Chemical Co. 


Sundkvist Fur Mfg. Co. 
i ark 


Sunset Memorial P 


Thomas & Grayston Co. 


Vanity Fair 
Vick Chemical Co. 
Western Grocer Co. 


Weyand Furniture Co. 


Wind-up, Inc. 


CONSULT OUR NEAREST OFFICE 


ST. PAUL 


MINNEAPOLIS 


CHICAGO 
NEW YORK 


KSTP 


MINNEAPOLIS-ST. PAUL 


NRA CODE FOR 
RETAIL TRADE 
IN OPERATION 


Lack of Mark-Up Provisions 
Irks Druggists 


New York, Noy. 2.—Although the 
master retail code, including the spe- 
cial provisions affecting drug retail- 
ers, officially went into effect on 
Monday of this week, the general 
opinion among retailers, as well as 
manufacturers and others less di- 
rectly involved, is that its effect upon 
the nation’s business structure can- 
not be gauged accurately until the 
numerous administrative details 
have been worked out and the en- 
forcement organization is working 
smoothly. 

Commendation and condemnation 
are bandied about freely, but insofar 
as ADVERTISING AGE is able to learn, 
placing of the code in actual opera- 
tion has not materially changed the 
line-up of those who were “for” or 
“against” its various provisions 
while they were still in the forma- 
tive stage. 

While retailers in general seem 
satisfied with the code, numerous 
spokesmen for the independent re- 
tail druggists have been loud in their 
criticisms, most of the comment cen- 
tering upon the provision of the code 
which declares that the “selling price 
should include an allowance for ac- 
tual wages of store labor.” 


Fear Vagueness 


Although this section of the code 
provides that this allowance is “to 
be fixed and published from time to 
time by the trade authority,” and 
Gen. Johnson has indicated that in- 
clusion of this fixed allowance in the 
selling price will be mandatory, the 
druggists still feel that the provision 
is too vague. 

They are opposed, also, to the fix- 
ing by the code authority of a single 
figure for wage allowances in all 
businesses, claiming that since drug- 
gists are required under the code to 
pay higher minimum wages than 
other retailers, the percentage to be 
added on to the cost of products 
should be higher. 

While groups in the drug field, 
notably the recently organized Drug 
Institute, have expressed much dis- 
appointment at what they consider 
the “weak” features of the code, and 
are casting about for methods out- 
side the code by which the 21 per 
cent and ten per cent stop-loss ideas 
may be given force, informed circles 
here agree that much will depend 
upon the mark-up for labor deter- 
mined by the code authority. 


Manufacturers Affected 


If this mark-up is as much as ten 
per cent, and is made mandatory, 
most of the criticism from druggists 
will fall by the wayside. If the 
mark-up is not considered satisfac- 
tory, it is anticipated that a renewed 
and powerful drive on manufactur- 
ers will be begun, with the object of 
inducing them to exercise their con- 
stitutional rights of restricting the 
sale of their products to carefully 
chosen outlets. 

The general attitude of all retail- 
ers, outside of the drug group, how- 
ever, is apparently exemplified by 
the following quotation from a letter 
sent to the presidents of all national 
retail trade associations by Ward 
Melville, president, National Council 
of Shoe Retailers: 


Nothing to Lose 


“We have nothing to lose and 
everything to gain by making an un- 
usual effort in behalf of the recovery 
program. Because if that program 
should fail, all business would suf- 
fer, and retailers would be one of 
the first groups to feel the effects. 
Our stake in its success is great.” 

John Wanamaker, New York, was 
one of the few retailers during the 
week to make any mention of the 
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code in consumer advertising. Under 
the heading, “Customers are asking 
what the new NRA retail code means 
to them and to us,” the store used 
a considerable amount of space Mon- 
day to provide the answer. 

The copy declared, in part: 

“First—the new code forbids the 
deception of the customer. 

“Second—it forbids all false claims 
and false advertising. 

“Third—it forbids the alluring de- 
vice known as the ‘loss leader,’ un- 
der which some article is actually 
advertised and sold for less than its 
cost for the purpose of attracting 
trade. It is estimated, by reason of 
this insidious usage, practiced by a 
certain class of stores, thousands of 
small retailers, operating through 
the country, have been driven out of 
business. 


Equality of Opportunity 


“It should operate to discourage 
all ballyhoo, the Barnum form of 
baiting the unwary, high pressure 
methods of advertising and sales- 
manship, and exaggerated illustra- 
tions and descriptions in an effort to 
create daily forced sales. 

“Under the new code large stores 
and small stores alike should have 
the same opportunity to meet their 
customers face to face with compe- 
tition only in ability, quality and 
service. 

“When the code is in full force 
and complete obedience to its terms 
enforced, then the customers of all 
stores will know that their interests 
will be protected and safeguarded as 
the customers of Wanamaker’s have 
been protected and safeguarded by 
the Wanamaker principles.” 


Wants Standards | 


Washington, D. C., Nov. 2.—A re- 
quest that the Department of Com- 
merce consider the advisability of 
developing “over-the-counter” con- 
sumer standards within its bureau 
of standards was made by the con- 
sumers’ advisory board of the NRA 
this week, following a report made 
to it by Dr. Robert S. Lynd that 
quality standards are essential to the 
successful operation of the NRA 
codes. 

Dr. Lynd told the board that con- 
sumer standards are too fragmentary 
now to be of practical value, and he 


suggested that the marked lack of 


agreement on what constitutes com- 
modity standards points to the need 
for immediate and thorough govern- 
ment action. 


Code Interpreted 


Washington, D. C., Nov. 1.—The 
provisions of the recently adopted re- 
tail code must be observed by all re- 
tailers not engaged primarily in the 
sale of food, milk and tobacco, and 
not covered by separate codes, such 
as those for filling stations, automo- 
bile agencies, lumber and material 
yards, and oil burner, ice, coal, jew- 
elry and sewing machine dealers. 

It does not apply to “well segre- 
gated” divisions of department stores, 
such as restaurants, lunch counters 
and barber shops, which would not 
be required to operate under the code 
if they were organized as individual 
enterprises. 


Plan Drive for Heat Pad 


Bauer & Black, Chicago, are start- 
ing an extensive campaign for their 
new product, Thermat Heat Pad. The 
Saturday Evening Post, Ladies’ 
Home Journal and Woman’s Home 
Companion are being used, as well as 
large space in newspapers. 
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A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 
Write or phone us for Samples 

and complete information 


Econo-print Department 
MAGILL-WEINSHEIMER COMPANY 
1322 SOUTH WABASH AVENUE, CHICAGO 
Telephone Calumet 7200 
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“Bonfort’s Wine & 
Spirit Circular” Bag 


Bonfort’s Wine and Spirit Circuy 
well known liquor paper which y, 
founded in 1871 and discontingy 
with the advent of prohibition, ig } 
ing revived by Conover-Mast Cory 
ration, New York. It will be Merge; 
with Modern Distillery,  effectiy; 
with the December issue, and wil] } 
known as Bonfort’s Wine and Spi 
Journal, 

Horace I. Bowne, who was editor.) 
chief and general manager of thy 
publication for more than a decaj 
before prohibition, has been nam, 
editor-in-chief of the revived puhj 
cation. Before’ prohibition y 
Bowne was for two years presiden; 
of Wine and Spirits Importers 
ciety of the United States and sq 
retary of the same organization fy 
seven years. 


Pick Doremus 
Doremus & Co., San Francigy 
have been named to place advert 
ing of Almaden Vineyards Corpo 
tion, Maison Rouge wine, and P 
cific Bancshares, a new type of fle 
ible investment trust in bank stock 


Coast Agency Gets Thre 


Advertising of Gladding McBeané 
Co., the Mercantile Mortgage Cop 
pany, Oakland, and the Pacific Aj; 
craft Sales Company has been place 
with D’Evelyn & Wadsworth, Inc 
San Francisco. Trade papers will } 
used. 


NBC to Move 


Radio City, new home of the N 
tional Broadcasting Company, N 
York, will go on the air for the firs 
time Nov. 11, followed by a ful 
week of special programs to celebra' 
the seventh anniversary of th 
founding of NBC. 


Barnes With Brewer 


Richard R. Barnes, former adve 
tising manager of Guardian Tru 
Company, Cleveland, has been ap 
pointed advertising manager ¢ 
George J. Renner Brewing Compar 
Akron, maker of Grossvater Beer. | 


—— 


DIRECT TO THE 


MASS PLAN 

SAMPLING PROVES 
SUCCESSFUL ! 
New accounts established 


3,984—12 ounce sample packages 
of a new WATER SOFTENER 
were recently delivered into the 
homes of a nearby town in a test 
campaign. 


ered 
a supply of this new product. 
of the 19 were 


NEW ACCOUNTS 


You can create a demand for 
your product by sampling di- 
rectly to the home. 


Let us tell you how. 


BIG 4 ADVERTISING 


+ CARRIERS - 
20 EAST 8" ST. CHICAGO 


Always a gooe 
Investment .: 


nt is always good 


investment and particuleny s 

when you can get onl 
nufactured office mac in - 

“new” guarantee at appro 


mately half the cost of similat 
new equipment. 
i to pub: 
jal values of interest 
— poor advertising age” 
We ship every where. 


Office equipme 


Pruitt, Inc. 
190 N. La Salle St., Chicago 
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AUDITED REPORTS 
IN OUTDOOR SOON 
10 BE RELEASED 


(Continued from Page 1) 


Transport and Traffic Associates, 
traffic engineering group, is auditor 
of the bureau and is directing the 
work of auditing traffic reports. The 
plant owners’ statements submitted 
to the bureau for audit will follow 
closely the forms of the Audit Bureau 
of Circulations, and in fact the re- 
ports are intended to provide adver- 
tisers in the outdoor field with data 
comparable with that provided in 
A. B. C. reports on publication cir- 
culations. 

Further importance was given to 
the Traffic Audit Bureau by the deci- 
sion of the convention yesterday to 
include in the industry code submitted 
to the NRA requirements that all cir- 
culation figures submitted by out- 
door plant owners shal! be audited 
by the T. A. B. 


Approve Audited Reports 


Stuart Peabody, president of the 
Association of National Advertisers, 
and W. C. D’Arcy, chairman of the 
Four A’s, spoke at the convention 
this afternoon and gave their hearty 
endorsement to the idea of providing 
audited reports for outdoor adver- 
tising. Mr. Peabody said that the 
move is in line with the current de- 
mands of business executives, as 
well as advertising managers and 
agencies, for more complete infor- 
mation regarding all of the advertis- 
ing that they buy. 

“Traffic flow material,’ Mr. Pea- 
body also pointed out, “will be of 
great value to advertisers in setting 
up trading areas. By providing in- 
formation of this character the out- 
door advertising industry is making 
a contribution to business in general 
as Well as to advertisers using the 
medium.” 

Mr. D’Arcy also gave the traffic 


audit plan the hearty endorsement 
N of the Four A’s. 
In addition to describing the de- 
VES | tailed methods which will be fol- 
.3 lowed in evaluating circulation in 
shed the outdoor field, those interested in 
. the promotion of the idea empha- 
ampeiis sized its advantages to the individ- 
TENER ual plant owners. The cost of mak- 
n a test ing audits will be 22 per cent of the 
NOENT | cost of a representative showing for 
ie one month in the market audited. 
oak oe The decision of the association to 
uct. 17 include the audit idea in the indus- 
try code was regarded as indicating 
NTS the general attitude on the plan, even 
nand fer though it was conceded that many 
ling di- F outdoor plants would have to be 
how. changed in order to insure posting 
locations in line with the main flow 


of the traffic stream. 
Reports Ready Soon 


Dr. McClintock said that the 
Traffic Audit Bureau has been work- 


ing in 96 major markets, and would 
have reports on approximately half 
of these markets available for adver- 
tisers by the first of the year. A 
number have been finished, but none 
will be released until a substantia) 
coverage of the principal marketing 
areas has been provided. After 
poster audits have been completed, 
audits on painted bulletin showings 
will be gone into. These will be of 
a more qualitative character. 

In addition to emphasizing the 
non-profit character of the work of 
the new audit bureau, Dr. McClin- 
tock emphasized the fact that no 
plant owner is required to join the 
organization, and that those who are 
in doubt regarding its advantages 
should wait until an opportunity has 
been given to demonstrate its bene- 
fits to advertisers and plant owners 
alike. 

Many lines of business, such as 
petroleum, chain store, real estate, 
etc., will be much interested in the 
reports, Dr. McClintock predicted. 
They will take the mystery out of 
outdoor advertising, he said, and 
will provide a measuring-stick for 
outdoor advertising which has long 
been needed. 


John Paver, who has been work- 
ing as an Erskine research fellow at 
Harvard, under the auspices of the 
groups interested in the traffic audit 
plan, described in detail the specific 
methods used in making traffic 
studies. He explained that the three 
important factors are the popula- 
tion pattern, the traffic pattern and 
the buying habits of the people. 


Density relief maps have been 
made, showing the distribution of 
population in each territorial divi- 
sion, thus showing the gradations 
of density and indicating the trad- 
ing centers. The traffic divides, 
where the flow of traffic thins out, 
coincide in a general way with the 
population density patterns, and help 
to establish the trading areas, which 
are again checked by means of in- 
terviews with people living in those 
districts. In this way the active 
traffic markets are clearly defined. 

The cities which have been used 
this year as laboratories for the 
study of the traffic market are Akron, 
Boston, Baltimore, Grand Rapids, 
Indianapolis, Kansas City, Mo., 
Houston, Little Rock, Los Angeles, 
Omaha, Oklahoma City, Pittsburgh, 
Madison and Racine, Wis., Salt Lake 
City and Tulsa. 

Illinois is to be studied and 
audited as a unit, through arrange- 
ments with the Illinois outdoor ad- 
vertising association. 

At the final sessions of the con- 
vention today, announcement was 
made of the reappointment by Presi- 
dent Kleiser of the other officers of 
the association. 

Directors of the Outdoor Advertis- 
ing, Inc., the national sales organ- 
ization of the industry, also met and 
re-elected the officers headed by 
Kerwin H. Fulton, president. 


Form Publishing Company 

The Facts Publishing Company, 
New Orleans, has been organized by 
James Edmonds, J. O. Chamberlain 
and Edward G. Rapier. 


LATEST MARKET 
STUDY OF FOUR 
A'S RELEASED 


New York, Nov. 1.—The second of 
four sections of “Market and News- 
paper Statistics, Volume II,” com- 
piled under the direction of the 
committee on newspapers of the 
American Association of Advertising 
Agencies, has just been published, 
Frederic R. Gamble, executive secre- 
tary of the association, has an- 
nounced. 

Section B deals with the 21 cities 
with 100,000 population or over in 
their city zones for which A.B.C. 
audit reports were issued for the 
year 1932. It includes figures on pop- 
ulation, number of families, English 
reading and income tax returns, cir- 
culation, local rates, national rates, 
lineage, differential between local 
and national rates, and an estimate 
of circulation obtained through use 
of inducements. 


1930 government figures are used 
for families, English reading data 
and income tax returns. Lineage fig- 
ures shown include retail, national, 
automotive and financial. National 
milline rates and the differential 
have been computed with cash dis- 
count, if allowed by the newspaper, 
deducted; papers which do not allow 
cash discount are so indicated. Cir- 
culation obtained by inducements to 
readers and to sellers is estimated. 


Purpose of Studies 


The purpose of these studies is to 
make more readily accessible and 
usable certain selected data to aid 


media buyers in determining the fol- 

lowing: 

(1) The size and character of mar- 
kets as indicated by popuiation, 
families, per cent English read- 
ing and income tax returns. 

(2) The cost of reaching these mar- 
kets: with newspapers, including 
comparison between markets. 

(3) The differential between local 
and national rates. 

(4) The amount of circulation ob- 
tained through inducements. 

The first volume issued last May 
covered all cities in the United States 
having over 100,000 “city zone” pop- 
ulation for which A.B.C. audit re- 
ports were available for periods 
ended on or before June 30, 1932. 

Section A of Volume II contained 
revised data for the 26 cities having 
audits for periods ended Sept. 30, 
1932. \ 

It is intended to issue later Section 
C covering cities having audits for 
periods ended March 31, 1933, and 
Section D—June 30, 1933. 


Smith’s New Post 


Charles M. Smith, formerly with 
the New Orleans Morning Tribune 
and the Item, has been made man- 
ager of the publicity department and 
editor of “The Bulletin” of the 
American Institute of Accountants, 
New York. 


McCosker Heads Station 


Alfred J. McCosker, director and 
general manager of Station WOR, 
has been made president of the Bam- 
berger Broadcasting Service, New- 
ark, N. J., succeeding Edgar S. Bam- 
berger who recently resigned. 


Picks McEachren 


The McCandlish Lithograph Cor- 
poration, Philadelphia, has appointed 
Malcolm G. McEachren as represen- 
tative in Chicago and the west. 
Offices are at 205 W. Wacker Drive, 
Chicago. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


ADVERTISING REPRESENTATION 


WANTED—High type advertising 
representative who wants to sell on 
commission basis only. Must know 
value of institutional advertising and 
publicity. To sell advertising in na- 
tional trade publication going to 
trade group rendering greatest in- 
fluence on public opinion in United 
States. 

Complete plan outiined and full 
possibilities explained upon personal 
interview only. Future limited only 
by sales ability. Call Randolph 4207, 
Chicago. 


POSITION WANTED 


ADVERTISING PRODUCTION man 
thoroughly familiar with art, engrav- 
ings and all types printing desires 
connection with agency, printer or 
manufacturer. Age 32, married, 12 
years advertising and mail order pro- 
duction experience. Capable, reliable 
and hard worker. Salary secondary 
to opportunity. Box 405, ApvrrrTis- 
1nG AGE, Chicago. 


League Picks Stark 


Advertising of the Highway Users 
League has been placed with Stark 
Advertising Agency, Louisville, 
Newspapers are being used. 


Hotels for Ingalls 


Hotels Lenox and Brunswick, Bos- 
ton, have appointed Ingalls-Advertis- 
ing to handle their advertising. 


When 1500 Manufacturers Start 
the BIG PUSH on Breweries... 


Distilleries and Wineries 


ECEMBER 5th is the zero hour. Imagine 
the barrage that will be laid by manufac- 
turers seeking business from these three great 
fields opened by the “18th’s” repeal. Advertis- 
ing, letters, telegrams and printed matter— 
every shape, size and color will pour upon them. 
What happens to this unorganized attack? 
Take a look at their waste baskets! Try and find 
a small catalog even if it has been kept! 
Annual co-operative catalogs have proved 


ing and all that start in 1934 and all industrial 
architects and engineers interested in such work. 
Not a directory (directories accept display ad- 
vertising). Not a magazine (magazines distrib- 
ute information on methods, events and prac- 
tices, which is not logical in annuals). Just a 
volume of actual facts from the manufacturers 
of equipment and supplies used by these three 
groups. And, you cover all three with one motion. 


Tell Her When She Buys! 


Wouldn’t you like to be able to whisper in a woman’s ear 
to buy your product just at the moment she enters the 
dealer’s store? 


You can do something just as effective—by putting Decalco- | 
mania signs on the dealer’s door or window or outdoor signs 
put on the walls of the dealer’s store. 


t to pub Point of Purchase Advertising themselves. The whole market under one cover Rates, including regular report service on new 

agencies W i : aS , is catalog efficiency. It saves time for the buyer projects: $150.00, one page—$250.00, two pages 
— specialize a” this form of advertising and are equipped and money for the seller. —$400.00, four pages. Strictly catalog copy. 
in over 500 cities to put up Decalcomania signs and all other : all 4 : 
small signs and posters at point of purchase. The B-D-W Catalog will reach and serve Costs are low an the service complete in every 

breweries, distilleries and wineries now operat- detail. Ask us questions! 
italog We are also equipped to install road signs along the main 
- arteries leading to important towns. 
' RICE-STEEG > INCORPORATED 
3. We welcome inquiries. 


PUBLISHERS 
180 North Michigan Avenue, Chicago, Illinois 


Associated Advertising Company 
500 North Dearborn Street, Chicago, Illinois. 
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MOTION AIDS IN TELLING GOODRICH SAFETY STORY 


PHOTOGRAPHIC : 
REVIEW OF THE 
WEEK 


13 OF THE 33 POSE FOR A PHOTOGRAPH 
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A swinging danger signal with flashing red light in this window display helps Goodrich impress the} Foote 
need for safety upon motorists. The display was created and produced by Snyder and Black and} Chica 


Animated Advertising Displays, Detroit. 7 ¢ 

ere, 

give 

(Upper Left) This striking photo- GIFT BOXES TO GO WITH SWEEPERS on 

graph of 13. founder members of wt 

the "33 Club," unique Chicago <= seam = am , 

organization of young sales and Mr 

advertising executives, agency ager 

men, Any = was taken = years 

- " member Wesley Bowman, adver- posit 
TIES UP WITH “BUY NOW" DRIVE fising photographer. The club, 196 
— ' which was organized by J. P. Paul- presi 
oasl son, J. P. Paulson & Co., and in- He 
cludes in its membership many well Ware 

known Chicago advertising men, je 

has 33 members, meets on the ae 

13th of the month, etc. It pro- siete 

vides an unusual forum for the dis- their 

cussion of sales and merchandising 3, SE ee : ' ee “ry 

problems. Wee a . 60; a entir 

C0-OF 
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“DANGEROUS CURVES" dous 

aw 

said. 
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Bissell Carpet Sweeper Company is merchandising this seven-color’ on + 
window and counter display unit to dealers. A feature is the gift} fron 
box, which is free of all printing matter and thus may be used ina| mak 

variety of ways. men 


BREWER USES "PERSONALIZED" DISPLAYS 


Se ae ae 


“FRIGIDAIRE 


Designed by A. D. Farrell, Frigidaire window display and exhibit 
division manager, this display effectively ties up with the national 
“buy now" drive. 


PARADE ANNOUNCES RADIO PROGRAM 
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When Frank Presbrey Company 
copywriters take up the theme, 
“Make Your Figure a Series of 
Dangerous Curves” in behalf of 
H. & W. Company, Newark, the 
will show just what they mean wi 
photographs like this. The model, a oe 
ae az : te “Se eee Dorothy Dodd, appears in a half — . vonane anaes _ ; par 
ee eo Seer r dozen current national campaigns, 
Executives of N. W. Ayer & Son pulled strings and secured the first including Lucky Strike’s. The foun- 
rmit for a circus parade to be issued in New York in years. It dation garment copy starts early The unique feature of this window display for Rheingold Beer is 
tured the new radio series "Circus," on the NBC red network, next month in New York news- that the picture of the dealer handling it is included. Einson-Free 
sponsored by Scott's Emulsion. papers and "The New Yorker." man Company designed and produced this personalized appeal. 
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EMMONS’ VIEWS 
ON GEAR NEEDS 
STIR INTEREST 


Association Considers Joint 


Advertising 


Wilkensburg, Pa., Nov. 2.—Largely 
as the result of an address by F. A. 
Emmons, general sales manager of 
Foote Bros. Gear & Machine Co., 
Chicago, at the annual meeting of 
the Gear Manufacturers Association 
here, that organization decided to 
give careful consideration to a co- 
operative advertising campaign. 

A committee to consider all of the 
ramifications of the project, includ- 
ing financing, was appointed. 

Mr. Emmons was advertising man- 
ager of his company for several 
years before he was elevated to the 
position of general sales manager in 
1926. In 1929 he was appointed vice- 
president. 

He pointed out that in 1926 there 
were 36,700 gear-cutting machines in 
operation in the United States, of 
which only 12,500 were in plants 


' manufacturing gears for sale, the re- 


maining two-thirds making them for 
their own use. 

“It appears to me that we have 
entirely overlooked the advantage of 
co-operative advertising, which might 
be used to broaden and promote the 
market in such a way as to tremen- 
dously benefit both the association as 
a whole and individual members,” he 
said. 

“Why can we not pool together and 
undertake a campaign in trade pub- 
lications to sell the industrial plant 
on the advantages of buying gears 
from specialists, instead of trying to 
make their own, with heavy invest- 
ments for gear-cutting machines and 
losses due to idle machine hours, 
supervision, etc.?” 


Ahead of Average 


The total gear market, exclusive of 
speed reducers, amounted to 42 bil- 
lion dollars in 1928, he said. While 
the annual volume is now consider- 
ably smaller, the industry is running 
ahead of the industrial average. 

He said that gears and speed re- 
ducers are in the competitive stage, 
while motorized reducers are still in 


’ the pioneering stage. 


“In the pioneering stage,” he 
Pointed out, “the customer must be 
educated to the uses of the product. 
In the competitive stage, he has 
been pretty well educated, but you 
now have active competition and you 
must show him why your product is 
better than others. 

“In the retentive stage you have 
developed universal acceptance for 
your product but you must continu- 
ally keep yourself before the eyes of 
the customer or gradually lose your 
Prestige.” 

He pointed out that a large pro- 
Portion of gear and reducer pur- 
chases are made by resale customers 
who build the product into machinery 
for resale and that advertising must 
Teach both the direct user and resale 
buyer. 

He suggested the use of such 
Papers as American Machinist, Iron 
Age and Machinery to reach a large 
Part of the industrial field with a 
limited appropriation, and others 
such as Machine Design and Product 
Engineering to reach men responsible 
for development and design. 


INDUSTRIAL ACTIVITY AND NEW BOND ISSUES 
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In this diagram by 


the Cleveland Trust Company, the solid line shows changes in volume of indus- 


trial production from month to month, according to the index of the Federal Reserve Board. The 


dashed line is a trailing twelve months’ total of new capital. long-term bond flotations, but this line 
has been moved forward one year. The impressive conclusion is that year by year industrial activity 
moves as the bond flotation line moved a year earlier. 


RUSSIA AGAIN 
TO BE LARGEST 
MACHINE BUYER? 


Washington, D. C., Nov. 2.—Possi- 
bility of recognition of Soviet Russia 
and active resumption of relations 
with that country is fraught with 
deep significance for industrial man- 
ufacturers of the United States, 
many of whom once did a thriving 
business with Russia. 

One of the unfavorable develop- 
ments of recent years has been the 
decline in exports of industrial equip- 
ment. Exports of what the Bureau 
of Foreign and Domestic Com- 
merce terms “industrial machinery” 
amounted to more than $265,000,000 
in 1929; declined to $225,000,000 in 
1930 and to $141,000,000 in 1931. 

Further losses have been due 
largely to transfer of Russian ma- 
chinery orders to Germany and Eng- 
land. Until that took place Russia 
was easily Uncle Sam’s best cus- 
tomer for industrial equipment. Of 
total industrial machinery exports of 
$141,000,000 in 1931, for example, 
Russia took almost $39,000,000. It 
bought almost $14,000,000 more than 
Canda, advertised as the best market 
for American goods. 

It also took $6,000,000 worth of 
electrical machinery and $42,000,000 
of farm machinery. This is in start- 
ling contrast with 1932, when all 
United States exports to Russia 
totaled a mere $12,000,000. 

Many American industrialists who 
formerly did a gratifying volume of 
business with Russia are now study- 
ing the situation with the idea of 
being in the immediate neighbor- 
hood when Russia again bestows 
some of this kind of business on the 
United States. 


Amtorg Hints at 
Heavy Purchases 

New York, Nov. 2.—While Amtorg 
Trading Corporation, Russia’s repre- 
sentatives in this country, will make 
no definite statement as to the 
amount of industrial purchases in 
immediate prospect, they point out 
that $257,000,000 was expended for 
industrial, agricultural and automo- 


STARTS SOMETHING 


Francis A. Emmons 


tive machinery and equipment in 
1932. 

Amtorg representatives make a 
point of the fact that purchase or- 
ders in their country originate on 
the job. Requisitions stating prefer- 
ence by make, as well as specifica- 
tions, are forwarded to the central 
purchasing office of the trust, which 
adds its recommendations before 
forwarding the requisition to the 
foreign purchasing offices. Here, 
too, the original requisition may not 
meet with full approval, although 
the recommendation of the plant car- 
ries the most weight and changes 
are seldom made by the central pur- 
chasing office or foreign representa- 
tive without consulting the plant. 

The New York office of Amtorg 
encourages American manufacturers 
to supply Russian industrial units 
with translated copies of their cata- 
logs, and makes the translations at 
small cost. There is no charge for 
classified mailing lists, and inquiries 
received by American firms are 
translated free, if desired. 

The official Russian advertising 
agency for servicing foreign adver- 
tisers is Inreklama, which has 
United States headquarters here. 
American advertisements for publica- 
tion in any Russian periodical are ac- 
cepted without question, providing 
they are of the catalog or institu- 
tional type or that performance 
claims are well substantiated. 


DAVIS DEFINES 
BIGGEST JOB OF 
SPACE SALESMEN 


Schenectady, N. Y., Nov. 2.—Rep- 
resentatives who can interpret the 
personality and character of their 
publications, and put life into the 
symbols by which advertisers en- 
deavor to measure tangible values, 
are one of the biggest factors in 
industrial advertising, says Fred R. 
Davis, veteran advertising executive 
of the General Electric Company. 


Mr. Davis, who is vice-president 
and a director of the Audit Bureau 
of Circulations, has been buying 
business-paper space for more than 
twenty-five years, and is conceded to 
know industrial publications as few 
advertisers do. He has some very 
definite ideas on this subject. 

“We prefer to have salesmen omit 
discussion of statistics, which are 
already available to us,” explained 
Mr. Davis in an interview with 
Class & Industrial Marketing. 
“First of all it is necessary for him 
to show that his publication is eligi- 
ble, through the service which it 
offers in a market of importance to 
us, to consideration as a medium 
for our advertising. 

“We have a constant and contin- 
uing interest in the classes of its 
readers and the volume of its circu- 
lation, but we are especially inter- 
ested in knowing how well the pub- 
lication is maintaining its position in 
its field, and whether it is doing 
things or merely marking time. 


Appraising Intangibles 


“Our job is largely the measure- 
ment of intangible factors, for we 
sometimes find that we cannot rely 
entirely on the tangible symbols 
which are available to us, but which 
must be examined in the light of 
background values to see if the sym- 
bols are a fair indication of the 
value of the publication to us. 

“The representative should be able 
to tell us much that will throw light 
on the current activities of his pub- 
lication, and indicate whether it is 
actually going ahead. The least of 
his services should be to discuss 

(Continued on Page 3) 


EXPERT URGES 
RELAXATION OF 
SECURITIES ACT 


It Prevents Sale of Bonds for 
Capital Goods 


Cleveland, O., Nov. 2.—A remark- 
able parallel between industrial pro- 
duction and the sale of long-term 
corporation bonds has been pointed 
out by Col. Leonard P. Ayres, of the 
Cleveland Trust Company, one of the 
best known economists in the coun- 
try. 

Col. Ayres believes that relaxa- 
tion of the Securities Act of 1933, 
regulating the advertising and sale 
of bond issues, would therefore prove 
a definite aid to recovery. 

“Recovery from depression has al- 
ways been accompanied in this coun- 
try by increased investment in cap- 
ital goods, such as railroads and roll- 
ing stock, the expansion or improve- 
ment of manufacturing plants and 
industrial equipment, and the exten- 
sion of the facilities of public service 
corporations,” said. Colonel Ayres. 

“The funds that pay for these 
goods are normally secured through 
the sale of long-term bonds which 
must be originated by institutions 
strong enough to create confidence in 
them and distributed among inves- 
tors able and willing to buy them. 


Long Credits Needed 


“The general rule is that long-lived 
goods that are costly must be bought 
through the use of long-lived credits. 
Probably we have never had in this 
country a recovery from a serious 
depression that was not accompanied 
by important expansions of activity 
in the construction industries and 
those making capital goods.” 

Colonel Ayres pointed out that 
sales of long-term corporation bonds 
amounted to over five billion dollars 
in 1927, gradually declining to less 
than one billion in 1932. For 1933 
sales will probably be less than half 
a billion dollars. 

“Sales of bonds for raising new 
capital not only reflect changing busi- 
ness conditions, but in some degree 
they forecast them, and especially 
the important turning points from 
prosperity to depression and from 
depression to recovery,” he con- 
tinued. 

“Money paid for new construction, 
and for the expansion and improve- 
ment of industrial equipment, and 
the extension of public service facili- 
ties is a most effective aid to recov- 
ery, not only because of the large 
numbers of workers involved, but 
also because such funds paid out as 
wages constitute present purchasing 
power borrowed from the future. 
Thus, those workers do not have to 
buy back currently the goods they 
are producing currently in order to 
have their employment continue. 

“Ordinarily that is not true of the 
production of consumption goods, for 
where they are concerned the work- 
ers that produce them, as well as 
other classes of workers, must con- 
tinuously consume them in large vol- 
ume in order that they can continue 
to be produced in large volume.” 


Barriers to Recovery 


Colonel Ayres concluded, therefore, 
that a revival in demand for new cor- 
porate bonds would be a most im- 
portant contribution toward recov- 
ery. It awaits, however, a renewed 
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CLASS & INDUSTRIAL MARKETING SECTION 


November 4, 1933 


comfidence in the future of our 
money and modification of the Se- 
curities Act. 


As indicated, he also ascribed 
great importance to an increase in 
building construction, which, with 
the automotive industry, he regards 
as key factors in business. Analyz- 
ing Government efforts to contribute 


700,000,000 required to replace equip- 
ment which was obsolete at the end 
of 1932, and $6,300,000,000 required 
to make up deficiencies in purchases 
during 1930-1932 as compared with 
the 1919-1929 average. This average 
yearly purchase of industrial machin- 
ery and equipment was $4,853,000,000, 
whereas the 1930-1932 average was 


The 
Purchasing 


to construction, Colonel Ayres | only $2,731,000,000, 
reached the conclusion that “it is “Assuming that 1933 purchases will A t 
clear that public funds cannot take /equal the 1930-1932 average (and gen 
the place of private disbursements in| they will doubtless be much lower) 
furnishing adequate employment in | the $6,300,000,000 will have grown to 
the building industry.” $9,000,000,000. This figure takes no Looks at 
account of new purchases which are 
Shortage to Reach required to replace equipment that - 
ony: will be obsolete at the end of this Ad 
40 Billion Dollars year. It is safe to assume that there vertising 
Chicago, Nov. 2.—By the end of | will be a total deficiency at the end 
1933, the United States will have|of this year of $40,000,000,000 or — 
fallen more than 40 billion dollars | more.” 
behind its capital goods require- 
ments, according to John W. O’Leary, z BY H. R. PALMER 
president of the Machinery and Al- Bennett Writes Book 
lied Products Institute. ° ° 
Writing in Commerce, under the on Effective Selling 
significant title of “Forgotten Tools| A new volume, “Scientific Sales-| To illustrate my point of view, I tions frequently originate at differ. we 
of Prosperity,” he bases this asser- a pager a Won will give a brief picture of how the Mr. Palmer, who is in the pur- ent plants, they are as a rule sub for 
tion on the disparity between normal siieinian te tao — ae aa _— average large company operates in chasing department of a large mitted to the engineering department tion 
and recent purchases of industrial dustrial advertising field buying equipment. company maintaining 53 plants for scrutiny and approval before typi 
equipment and machinery. The book, containi " 700 Though the organization of all in all parts of the country, being turned over to the purchasing = 
“In August, 1932,” said Mr. O’Leary, oon produced oils te anaaenedian at companies differs to some extent, gave this address before the department in the form of requisi- lish 
“it was estimated that there was an|, j,:¢e number of members of the |P@ticularly in the degree to which Engineering Advertisers’ Asso- || tions. — 
accumulated deficiency in industrial| National Association of Teachers of |the purchasing department actually —— Sa ae Se eee Must Contact Both roe 
equipment and machinery ow Marketing and Advertising. The |functions as the buyer and analyzer - The purchasing department when the} 
of $30,000,000,000, made up of $23,-' price is $3. of mechanical equipment, the system sending out bids on equipment of the 
a is fairly representative of |major consequence always checks the} 
; : - the large organization having plants |carefully with the engineering de the 
LA S T A. B.C. AUTHENTICATED CIRCULATION|widely located, but controlled from | partment as to sources of supply. It sen! 
a central point. is, therefore, important to contact has 
I am speaking primarily of an or-| both departments with your advertis- _ 
CALL ganization having a staff of indi-|ing. rep! 
viduals in operating, engineering and When new plants are erected or of 1 
purchasing departments; and the/additions made to present units, usu 
effect of advertising and its proper | which differ in process entirely from lica 
FOR THE BUYERS MASTER KEY approaches will vary to a large ex- | existing operations, sources of supply con 
tent when considering the company |are determined by advertising filed sen 
TO ALL which is a.unit within itself, with|by both purchasing department and dri¢ 
1934 AMERIC AN SOURCES OF SUPPLY plant or plants, engineering, pur-|engineering department for future mal 
chasing, etc., incorporated under one |reference. I keep a two-drawer filing sale 
— roof. cabinet filled with nothing but adver- T 
CLOSING Rely on Experience tisements of equipment, filed by sub ing 
s BEGUN AR ; In the — of raw materials = ao pare 4 recently I have‘ ) 9 
t ete Tye ; ” or manufacture, fuels and other | Use Is to advantage. Jo 
HA THE ONLY “PAID CIRCULATION” IN ITS FIELD] srnmodities, the purchasing depart.| Some of this advertising had not | firs 
ment is governed largely in its deci- | been referred to for several years, but the 
: et sions by past results. Careful rec-| Proved its value by being put to use inv 
In the Purchasing Departments of a large majority of upper rated ords are kept and the superior value | When the buyer actually was in the pac 
manufacturing and mercantile concerns, all lines, everywhere. of certain sources of supply over|market. Other sources of informa- me 
: , a ss ot We others becomes known by experience | tion upon which the purchasing agent job 
The substantial price they pay for it is an accurate indication . . . and constant consultation with the|Telies to a large degree in buying “ 
of the value they place upon it of their extensive use of it in operating department. unfamiliar equipment are Thomas’ ica 
purchasing . . of their preference for it over the guides sent Trade papers, technical bulletins Re wn SEES. Se ps 
h f and buyers’ guides such as the Key-|Catalog. They are invaluable to the gin 
them free. stone Directory for Coal Buyers, | buyer, as they present a concise and the 
Chemical Markets, National Petro-|fairly complete picture of all types We 
leum News, ete., are of real value to|and kinds of equipment. It should tat 
the purchaser of raw materials from|be understood that I am referring col 
THE POWERFUL 3 PULLING TEA M[tesuntpon ot new sures ofsup.|tow only to the use to'yhich te | 
. ply, substitute products, and closer | buyer puts various forms of advertis- the 
availability to plants. They also give | ing when he is actually in the market th 
analyses and other valuable technical | for a definite piece of equipment. tal 
Every month 30,000 plant operating and purchasing men representing data. ; , 
more than 90% of the total rating of all plants in the U. S., will The buyers of such items ae mill) ps west . gg gi 
F . Bi ‘ . : supplies, office supplies, and sundr en Ss are receive ey are ( 
watch Industrial Equipment News to keep posted on all that is new saaee of this Jars ve es Sesser tabulated as to major specifications in 
. . and every new product announcement in “News” refers them almost wholly by service, past expe- | financial responsibility of bidders, de- ch 
to Thomas’ Register for all products, already on the market, vastly rience and price, and I feel that gen- oi price, ~ ricicigae Benge: : 
ee +s . ° . eral circularizing and concentrated | ment recommendations are given to tic 
to the benefit of descriptive advertising in the Register te This batteries of direct mail advertising |the engineers in a thorough discus its 
continuous direction of men who investigate and determine what to showing John Jones’ new hacksaw |Sion. In these discussions the buyer flo 
buy and where to buy, greatly extends the already paramount influ- blades, or Paul Smith’s new lighter,|Who cannot, due to the extremely wl 
ence of the Register as the leading reference guide for buying, for stronger and more attractive waste|Wide range of equipment which he mi 
: ig: basket are of little value and receive |must purchase, be wholly familiar/.} » 
all industrial lines, everywhere. a like amount of attention. These | With the details of each unit offered, » in 
buyers rely on general catalogues |Trelies to a large extent in his recom- tis 
more than any other one form of ad- | mendations on the facts presented by fa 
N D U ST R AL E QU : ? M E NT N EWS 1 To : — ‘ aa ae aly dane 
records and past experience. the bid, as well as his discussions al 
The equipment buyer works much | With the salesman. pl 
more closely with his company’s engi-| Unless he is fully equipped with si 
: p 4 e : ae neering department than do those|this data of a fairly technical nature, in 
Industry’s National Equipment Newspaper—Concisely describing handling the purchase of other items. | free from frills, but containing major se 
In a company which embraces many |facts and specifications, he, as well 
plants of different character but in|as the absent vendor, is at a distinct 
5) the main requiring the same general | disadvantage. Usually the engineer- C 
Pidssisted toe Wy h a t S / \ CW Published by line and type of equipment, the engi-|ing and purchasing departments of 
PLANT OPERATING MEN EQUIPMENT NEWS DIV. ||neering and operating departments |large organizations work closely to- 
IN INDUSTRY THOMAS’ REGISTER work closely together as coordinators. | gether in equipment purchases, and 
EQ H] | PM ENT ¥ ARTS M ATER | A L$ Though requests for maintenance ma-| though the engineers have the final li 
terials and new equipment for addi-|approval, both departments are f¢ 
searching for the best long-term value 
for their company. Inasmuch as the 6 
n 
Industrial Equipment News presents an opportunity for advertisers of industrial products to 4 SS a ~ yd poser pane 
place before 30,000 plant operating men in all industries, descriptive material concerning the tant that he be armed with definite 
application and operation of their Products . . . newspaper makeup guarantees alongside reading matter and omy ee. — 
display to all units of space, materially lowers the cost of effectively reaching plant operating men in all t Bi nota poe aean Seheibenahin be 
industries in the U.S.A. Li ! tween the engineering and purchas- 
ing departments of the large organi- 
zation when actually buying equip- 
THOMAS PUBLISHING COMPANY 461 EIGHTH AVENUE, NEW YORK ment. However, conclusions drawn 
(Continued on Page 10) 
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DAVIS DEFINES 
BIGGEST JOB OF 
SPACE SALESMEN 


Must Reflect Personality of 
Their Papers 


(Continued from Page 1) 


joe factors, for this informa- 


tion is usually already in our hands. 

“During the past few years of de 
pression, the type of representation 
of many business publications has 
improved. That is because the pub- 
lishers and other important execu- 
tives have left their desks and have 
gone out into the field themselves. 
They are usually able to visualize 
for us the work which the publica- 
tion is doing far better than the 
typical representatives. 

“This suggests that business pub- 
lishers might well give more con- 
sideration to the kind of men they 
send out to call on advertisers. Are 
they really informed fully regarding 
the publication and its field? Can 
they in their own persons suggest 
the kind of paper they are repre- 
senting, and the sort of character it 
has? 

“Editors sometimes makes the best 
representatives, from the standpoint 
of the buyer of space, because they 
usually know the spirit of the pub- 
lication and have had the personal 
contacts which enable them to pre- 
sent a lot more than the cut-and- 
dried statistics which sometimes 
make up the chief contents of the 
salesman’s briefcase.” 

The General Electric policy of buy- 
ing space in industrial publications, 


/°? Mr. Davis explained, starts with the 


job to be done, and hence requires 
first a definition of the job and next 
the location of the right tools. This 
involves a consideration of the ca- 
pacity and appropriateness of the 
mediums for the sales promotion 
job which has been presented. 

“After we have made our mechan- 
ical analysis,’ continued Mr. Davis, 
“we go back to the first job, and be- 
gin testing the character and ability of 
the paper as compared with its cost. 
We hold judgment based on quanti- 
tative factors in abeyance while we 
consider characteristics and _ back- 
ground values. The acceptability of 
the carrier of our advertising to 
those receiving it is a most impor- 
tant factor. 

“Of course, in deciding whether a 
given publication is capable of doing 
the whole advertising job we have 
in mind, we get back into the me- 
chanics of the figures again. But 
it is the suitability of the publica- 
tion, its vitality and usefulness to 
its subscribers, as compared with the 
flow of our products to the field 
which it serves, which finally deter- 
mines its choice for G-E advertising.” 


» In discussing how salesmen can 


interpret publication values to adver- 
tisers, Mr. Davis stressed again the 
fact that the personality of the sales- 
man is usually an index to the prob- 
able value of the publication. The 
publisher thus has a larger respon- 
sibility than he sometimes realizes 
in selecting the right type of repre- 
sentative. 


Cornish, Veteran 
Publisher, Dies 


Louis H. Cornish, 78, retired pub- 
lisher of trade papers, died at Stam- 
ford, Conn., October 30. 

He formerly published Building 
and Loan News and Motorcycle. 


G-E EXPERT 


Fred R. Davis 


Edelmann Entering 


Armature Field 


E. Edelmann & Co., Chicago, auto- 
motive specialties, have entered the 
automotive armature field with the 
purchase of the Frederick Armature 
Corporation, Chicago, and Universal 
Armature Company, Boston. 

Advertising for the new division 
will be handled by the Fensholt Com- 
pany, Chicago, which has placed ad- 
vertising for the parent company. 


Maloney Makes Changes 


J. E. Maloney, former general sales 
manager, Midland Steel Products 
Corp., Cleveland, has been placed in 
charge of frame and heavy stamping 
sales for the Murray Corporation of 
America, Detroit. 


Agency for Bassick 


The Bassick Company, Bridgeport, 
Conn., manufacturer of casters and 
floor protection equipment, has placed 
its advertising with Fuller & Smith 
& Ross, New York. 


Repair Clause 
Of NRA Offers 
Opportunities 


New York, Nov. 2.— Power, Mc- 
Graw-Hill publication, has given its 
support to a plan suggested by a 
power equipment manufacturer, to 
increase employment and wages 
through self-liquidating expenditures 
under the government’s public works 
program. 

Power referred particularly to the 
mechanical equipment of public build- 
ings, such as boilers, stokers, prime 
movers, heating and ventilating sys- 
tems, etc., asserting that many in- 
vestments in this field will pay out in 
a few years. Repair and improve- 
ment of public buildings are specific- 
ally authorized by the N. I. R. A. 

The cost of such projects is zero, 
Power asserts because of their nature. 


“Even the 30 per cent (of material 
and labor) outright grant to the 
state or municipality,” it explained, 
“merely shifts a portion of the tax- 
payers’ burden from state taxes to 
U. S. taxes. 

“It does not represent any cost 
whatever to the nation as a whole, 
since state taxes will be reduced far 
more than this by the savings result- 
ing from improvements made. 
Neither, of course, does the remain- 
ing 70 per cent, financed locally or by 
loans.” 

The publication emphasized the 
necessity of securing the cooperation 
of competent engineers in a national 
survey to locate self-liquidating pro- 
jects. 


Bullard to Goodwin 


Rockwood N. Bullard has resigned 
as western sales manager of Detroit 
Steel Products Company to join the 
Goodwin Corporation, Chicago adver- 
tising agency. 
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ILLIAM CAXTON, 
first English printer 
and first English editor, 


4 In Caxton’'s lime 
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SS England had 33S 


no paper mill 


paper. 


opened his shop near Westminster Abbey about Mich- 


aelmas, 1476. 


Although he printed popular works in English— 
making many translations himself—his books were 
graciously accepted by royalty. Caxton’s work largely 
was responsible for the unification of many dialects 
into a standard English. 

Caxton’s paper was imported, as England had no 
paper mill before fourteen ninety three. How a paper 
like Kleerfect would have fitted into the plans of a 
man like Caxton with his ideal of printing for the 


common people. 


The qualities of Kleerfect are qualities that permit 


better popular printing. In 
Kleerfect—The Perfect 
Printing Paper—are com- 
bined in right proportions 
the five qualities long 
sought by printers — all 
at a cost no higher than 
you have been used to 


NEW YORK 


CHICAGO. >= nha os 


8t6. U.S. Pat. OFF. 


THE PERFECT PRI 


The 


paying for just printable 


surface of Kleer- 


fect, smooth and without glare, is easy on the eyes. 
The strength is suited to modern, high speed presses. 
The color of Kleerfect permits precise color work 
and its ink absorption insures perfect coverage 
while its opacity is more than sufficient to prevent a 
showing through—even of solid colors — from the 


other side. 


In Kleerfect there is no “two-sidedness.” Both 
sides of the sheet are uniformly surfaced, insuring the 
same printing qualities on the two sides—a decided 
advantage to publishers, printers, advertisers. 

Finally, the price of Kleerfect suits it for popular 
printing, for magazines, catalogs, and the many other 
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MANUFACTURED UNDER U & PAT NO. 1918095 
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kinds of printing done for 
publishers and advertisers. 

This advertisement is not 
printed on Kleerfect. See 
printed samples. Please use 
your letterhead and address 
our Advertising Department 
in Chicago. 
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Business Editors and the National 
Recovery Administration 


it is to be doubted if any govern- 
mental activity not launched in war- 
time has had such enthusiastic sup- 
port and encouragement as the busi- 
ness and industrial publications of 
the country have given the national 
recovery program and all that the 
NRA signifies. The general disposi- 
tion to co-operate with the admin- 
jstration in the effort to win the ob- 
jectives of increased consumer buy- 
ing power, higher wages and shorter 
hours has been reflected in the edi- 
torial support accorded by the indus- 
trial press. 

During the past few months, when 
code-making has been the principal 
activity at Washington, and when the 
development of codes of trade prac- 
tices involving almost every feature 
of business conduct, including mar- 
keting and promotion, has been the 
main business of every industry, it 
has been almost impossible to avoid 
the injection of controversial matters. 
Many of the proposals which have 
been made have run counter to some 
of the basic policies on which great 
industries have been erected. 

Business editors have therefore 
undertaken, somewhat timidly at 
first, but with more confidence later, 
constructive discussion and criticism, 
not for the purpose of impeding the 
process of recovery, but to insure the 
adoption for their industries of codes 
which are sound from the standpoint 
of successful operation. This has re- 
gulted in some very frank and vigor- 


ous articles dealing with many of 
the aspects of codes and the policies 
of the NRA. 

At the annual convention of the 
Associated Business Papers, Inc., 
held in Chicago a few weeks ago, 
Earl L. Shaner, editor of Steel, and 
retiring president of the National 
Conference of Business Paper Edi- 
tors, said that it has become evident 
to many of those in the field that this 
policy of constructive criticism was 
too long delayed, and that for the 
good of their industries, industrial 
editors should have become more out- 
spoken in the earlier days of the re- 
covery program, so as to prevent 
errors in policy from creeping into 
the situation. 

Mr. Shaner’s position in favor of 
frank discussion of the NRA and its 
implications seems to us to be sound. 
If the recovery plans are to be suc- 
cessful, they must be worked out in 
terms of practical operating condi- 
tions, which means that the “bugs” 
must be eliminated at the time that 
codes are being discussed. A _ busi- 
ness publication does less than its 
duty if it is deterred from criticism 
of current developments affecting its 
field, provided it has the facts and is 
qualified to interpret them. 

General support for NRA objectives 
should emphasize the necessity of 
discussion of specific situations which 
may require change in order to be 
successful in operation. 


Industrial Advertisers at the 
World’s Fair 


Industrial advertisers whose prod- 
ucts are on display at the Century of 
Progress Exposition in Chicago have 
expressed themselves as well pleased 
with the results which they have ob- 
tained in the form of attendance, in- 
terest and contacts with industrial 
and engineering executives. The at- 
tendance at the fair has totaled more 
than 21,500,000, breaking all records 
for this country, and the success of 
the enterprise has been so great as 
to result in a message from President 
Roosevelt, urging that it be continued 
in 1934. This is a possibility. 

The success of exhibits at the fair 
was predicated, of course, on a good 
attendance of the right sort, and this 
has been provided. However, the 
value of each individual exhibit de- 
pended chiefly on the care and atten- 
tion given to the presentation of in- 
dustrial products. Because exhibitors 


were impressed with the importance 
of the occasion and the value of the 
opportunity represented by a world’s 
fair, they devoted themselves to the 
best possible presentation of what 
they had to offer. As a result, numer- 
ous unusual and interesting ideas 
were developed, and the industrial ex- 
hibit attracted the public eye without 
difficulty. 

It might be mentioned, in passing, 
that the same attitude of determina- 
tion to get the most out of the avail- 
able opportunities, applied to the use 
of space at the regular industrial 
shows, and to space in the pages of 
industrial publications, would like- 
wise bring its rewards. If every ex- 
hibit and every piece of advertising 
copy had the “world’s fair” spirit, it 
would have a much better chance of 
producing profitable results. 


Information 
for Industrial 
Advertisers 


The following documents may be 
secured without charge by any 
advertiser or advertising agency 
from the publishers sponsoring them, 
or through ADVERTISING AGE, 


113. Leadership and Economy. 

This survey in behalf of Gasoline 
Retailer is confined largely to an 
analysis of circulation, but it makes 
some interesting points about trends 
in the field. For instance: “Under 
the petroleum code, the leasing, lend- 
ing or giving of equipment by oil 
companies is expressly prohibited. 
Therefore, the dealer becomes the 
direct prospect of the equipment 
manufacturer.” 


108. Markets of the South and South- 
west. 


This study by Manufacturers 
Record asserts that the South has 
shown more stubborn resistance to 
the depression than have other sec- 
tions of the country. From 1921 to 
1931, for instance, the value of South 
ern manufactures increased 7.6 per 
cent, while the rest of the country 
showed a decline of 7.1 per cent. 
Other detailed facts are presented 
about the 17 Southern and South- 
western states. In addition, a sur- 
vey of each state is available. 


109. Behind the Scenes with Steel. 

The well known Cleveland paper 
has begun publication of a four-page 
pamphlet in handy size “to foster 
among its readers a better under- 
standing of its editorial objectives, 
policies and functions and to assist 
these readers to obtain greater values 
from their use of the weekly issues 
of Steel.” The little paper, however, 
will be as interesting to advertisers 
as to readers. 


110. Baking Industry Facts and Fig- 
ures. 


The baking industry is not merely 
large, but almost depression-proof, 
this survey by Bakers’ Helper indi- 
cates. A decrease of only 6.6 per cent 
from normal poundage was reported 
by the industry in 1931, though dol- 
lar decrease was somewhat larger. 
Total value of baked products in 1931 
is placed at $1,190,047,000, showing 
that this industry will never fall be- 
low a billion dollars in its worst 
year. Other sections of the survey 
show the kind and amount of equip- 
ment required to keep the country’s 
bread-basket filled. 


111. Gasoline, Motor Oil and Grease 
in the Food Field. 


Food manufacturers operate 517,000 
motor trucks, or 15 per cent of all 
registered, this survey by Food In- 
dustries reports. These trucks con- 
sume 620 million gallons of gasoline, 
18 million gallons of oil and more 
than 6 million gallons of grease every 
year. The survey devotes consider- 
able attention to an analysis of buy- 
ing responsibilities in this field. 


107. Fumigation in the Food In 


dustries. 


If editors are as close to their 
fields as generally supposed, manu- 
facturers of fumigants are overlook- 
ing a worth-while opportunity, this 
study by Food Industries suggests. 
Fumigation is such a live issue in 
food plants that this paper has de 
voted a great deal of space to it. In 
fact, it ranks fourth in this respect. 
The advertising ratio is so far below 
the editorial as to suggest that ad- 
vertisers are failing to exercise their 
usual alertness. 


97. The Industrial Market—Where 
It Is—How to Reach It. A booklet of 
more than 20 pages, including a sum- 
mary of the county breakdown of the 
Census of Manufactures and maps 
showing the important industrial 
counties of the United States and lo- 
eations of industrial distributors. 
Published by Mill Supplies, Chicago. 


CREATING AN ILLUSION 


—Kemp Starrett in The New Yorker. 


"| always try to think of them as woodpeckers.” 


Voice of the Industrial Advertiser 


Leading Printers 


to Better Profits 

To the Editor: The accompanying 
advertisement, scheduled for the No- 
vember issues of The Inland Printer 
and Printing, represents how one 
manufacturer of producers’ goods is 
realizing his selling arguments to fit 
the changed conditions in the minds 
and plants of customers. 

It has been said by many whose 
opinions must be respected that pros- 
perity depends upon stimulation of 
the producers’ goods industries. No 
doubt you have seen in current busi- 
ness journals many more examples 
of the way advertising is being ap- 
plied by far-sighted manufacturers to 
stimulate the buying of producers’ 
goods under the new deal. 


J. C. PATTERSON, 
Paul Teas, Inc., 
Cleveland, O. 
vvweegy 


How to Reach Big 
Distillery Field 


To the Editor: Can you tell me 
what trade papers reach the distillery 
industry? Please note that I am not 
thinking about breweries, for I am 
familiar with the publications in that 
field. 

It’s a distillery trade paper I’m 
looking for. 

GeorGE H. Cortiss, 

Lewis-Shepard Co., 

Boston, Mass. 


Four of the papers in this field are 
Spirits and American Wine & Liquor 
Journal, New York; Mida’s Criterion 
and Wines € Liquors, Chicago. And 
there’s another: 

To the Editor: In your Oct. 7 is- 
sue, you mentioned two new-born 
publications dealing with wines and 
liquors, but overlook the only paper 
that passed through thirteen years 
of prohibition, namely The Beverage 
News, of New York, established in 
1897. 

The name was originally American 
Wine Press but was changed in 1918 
to the present title. In spite of thir- 
teen years of prohibition, the paper 
is like Johnny Walker—still going 
strong. 


Adv. Mgr., 


M. J. HoGAn, 
Adv. Mgr., The Beverage News, 
New York. 
vvwy 


Charles Piez 


To the Editor: Please accept our 
appreciation of your splendid tribute 


HELPING PRINTER 
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Printing Presses cand Paper Cutters ; j } 


New copy of Chandler & Price. 


to the late Mr. Charles Piez in your 
issue of October 7. 

Even though what I say now may 
not seem adequate, I believe you 
know how sincerely I mean what I 
have written. 

Juutius §S. Hott, 

Adv. Megr., Link-Belt Company, 

Chicago. 


, ¥ 


Service 
To the Editor: In the Oct 7 issue 
of CLass & INDUSTRIAL MARKETING an 
advertiser asks for the address of 
Mechanical World. ‘ 
We are pleased to be able to supply 
this information. The address is 65 
King St., Manchester, England. We 
obtained this information from the 
Advertisers Annual and Conventions 
Year Book, 67 Shoe Lane, London, 
England. 
FRANK PRICE, 
Fraser Publishing Co., 
Toronto, Canada. 


7 vv? F 


More Service 
To the Editor: Answering the 
query in your October issue I find 
Mechanical World listed in a 1930 
overseas press guide as being pub- 
lished from Manchester, but find it 
omitted from the 1933 edition. 


Ernest A. DENCH, 
Ho-Ho-Kus, N. J. 
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TEXTILE. CODE 
OPENS DOOR TO 
REPLACEMENTS 


Cotton Textile Committee Is 
Sole Arbiter 


New York, Nov. 2.—While addition 
of productive machinery is forbidden 
by the code adopted by the textile in- 
dustry, there is no limitation upon 
replacement of existing equipment. 

This was one of the points empha- 
sized by Douglas G. Woolf, editor of 
Textile World, in commenting on the 
textile code which recently took effect. 
Because the textile industry has be- 
come a proving ground for NRA poli- 
cies, intense interest exists in the 
code and its operation. 

“It must be clearly understood,” 
said Mr. Woolf, “that these regula- 
tions were devised by the industry 
itself and were not, as suggested in 
some newspaper comment, forced up- 
on the industry by the Administrator. 
The act was distinctly one of self- 
government that was impossible of 
attainment prior to the NRA. 

“Cotton manufacturers, through 
their representative organization, de- 
cided that in view of the existing ex- 
cessive productive capacity of the in- 
dustry, it was necessary to limit fur- 
ther expansion during the emergency. 


Example of Self-Rule 


“Not only was this decision made 
by the industry itself and not by 
NRA, but it will be carried out by the 
industry, and not by NRA. It is the 
Cotton Textile Industry Committee 
which will recommend the granting 
or withholding of certificates for in- 
stallation of additional machinery. It 
is obvious that these recommenda- 
tions will be accepted by the Admin- 
istrator. Nothing is more silly than 
the idea that a textile manufacturer 
will have to ask President Roosevelt’s 
permission to buy a loom.” 

Mr. Woolf asserted that this is no 
blow to the machinery industry. 

“There is enough latent demand for 
replacement purposes,” he asserted, 
“to keep textile machinery manu- 
facturers busy for an_ indefinite 
length of time. Personally I expect 
that plant modernization will receive 
tremendous impetus under the NRA. 

“Now that wage- and price-chisel- 
ing has been curbed, the premium on 
good management and efficient equip- 
ment has been restored. In order to 
beat his competitor to it, a manu- 
facturer will have to put his plant in 
shape, rather than, as in the old days, 
merely cutting his wages. 

“Textile executives are only too 
aware of the need for stimulation of 
the capital goods industries if the re- 
covery movement is to proceed at full 
speed. The only limitation they have 
set through the new regulations is a 
check on unwarranted expansion of 
their own industry, which would in- 
evitably react disastrously upon them 
and their machinery suppliers.” 


Muir Reassures 
Industrial Field 


Washington, D. C., Nov. 2.—Manu- 
facturers of machinery needshave no 
fears that their business will be im- 
paired under the operations of the 
NRA because of limitations imposed 
in codes on the use of machinery or 
replacement of obsolete facilities, 
Deputy Administrator Malcolm Muir 
told the Machine Tool Builders’ As- 
sociation last week. 

“I do not feel you should be seri- 
Ously concerned with the fact that in 
certain industries some intelligent 
control, based on a study of facts, is 
Placed on expansion of facilities,” 
Said Mr. Muir. 

“In the case of the textile industry 
that control will lead to profitable 
operations which of necessity means 
that that great industry will again 
enter the market for millions of dol- 
lars worth of equipment it must have 
but has been unable to buy. 


have been accepted, manufacturers 
with low-cost plants are happy. They 
find they have many economic ad- 
vantages. On the other hand, if the 
high-cost plant continues to tolerate 
obsolescence, it virtually decides to 
commit commercial suicide.” 


To Issue Combined 


Textile Catalogue 


Davison Publishing Company, New 
York, has announced plans for a 
1934 combined textile catalogue 
under the name of Davison’s Textile 
Catalogues and Buyers Guide. 

The volume will give complete cov- 
erage of all mills, according to the 
publishers. It will include every 
item of equipment or supplies used 
by any type of mill. 


Industrial 
expositions 


Nov. 13-17. National Hotel Expo- 
sition at Grand Central Palace, New 
York. F. W. Payne, manager, Grand 
Central Palace, New York. 


Dec. 4-9. Fourteenth Chemical Ex- 
position at Grand Central Palace, 
New York. C. F. Roth, manager, 
Grand Central Palace, New York. 

Jan. 6-13. National Automobile 
Show at Grand Central Palace, New 
York. Albert Reeves, 366 Madison 
Avenue, New York. 


Jan. 19-27. National Motor Boat 
Show at Grand Central Palace, New 
York. National Association of En- 
gine and Boat Manufacturers, 420 
Lexington Avenue, New York. 


Jan. 27-Feb. 3. National Automo- 
bile Show at Chicago. Alfred Reeves, 
366 Madison Avenue, New York City. 


Feb. 5-9. Third International 
Heating and Ventilating Exposition 
at Grand Central Palace, New York. 
Charles F. Roth, manager, Grand 
Central Palace, New York. 


Feb. 12-16. Knitwear Industrial 
Exposition at Grand Central Palace, 


New York. M. Thayer, Grand Cen- 
tral Palace. 
Feb. 19-24. International Beer 


and Wine Show at Grand Central 


Palace, New York. W. E. Ziegler, 
Grand Central Palace. 


March 7-14. Home Beautiful Ex- 
position at Cincinnati, O. Ernst 
Gwinner, 1252 Elm St., Cincinnati. 


Give Clear Road to 
Chemical Exposition 


To enable members to get the ful- 
lest profit from the Fourteenth Ex- 
position of Chemical Industries, te 
be held at Grand Central Palace, New 
York, Dec. 4-9, American Institute of 
Chemical Engineers has changed the 
date of its annual meeting to the fol- 
lowing week. The place is Roanoke, 
Va. 

Not only is this a measure of co- 
operation with the exposition, said 
the announcement, but of benefit to 
members of the Institute. 


One month from now industrial leaders from all over the world will be pouring into the 
14th Chemical Exposition in New York. 


They will personally check up on all the new materials and equipment that have been 
created for and by the process industries since the last Show. 


They will want to be shown beyond all doubt that all the chemical engineering achieve- 


ments that “Chem & Met” has been proclaiming these depression years are the real thing. 


Many of the 400-odd distillers that were operating before the war will have representa- 
tives on hand to see what has happened in distillation technique and equipment during 


the 13-year holiday. 


* * 


* * * 


This is the kind of curiosity and interest that leads to orders. It creates new wants, makes 
modern plants out of old ones, stimulates research and design and it makes the process 
industries one of the most talked-of industries in the world today. 


It is the kind of interest that the process industries will manifest in the December Expo- 


sition Report Issue of “Chem & Met.” The whole parade of progress will be reviewed 


by “Chem & Met” editors—equipment, raw materials, materials of construction, im- 
proved production technique—everything that makes the Exposition the great industrial 


drawing card that it is. 


If you missed the pre-Exposition Issue your next best advertising bet is the post-Exposi- 
tion issue. It’s another real opportunity to capitalize the interest that is bound to be 
aroused by the 14th Chemical Exposition. 


Repeal means the revival of another process industry 


What the Governor of North Carolina said to the Governor of South Carolina is 
a matter that the process industries are pondering with lively interest right now. Dis- 


tillation is one of the common processes of chemical engineering. What does it 
stand to gain when liquor goes legal? Who will stick to denatured alcohol at $.35 


“Now that many industry codes 


a gallon; who will shift to distilled spirits at $3.50 a gallon? What have been the 
outstanding changes in the technique and equipment of distillation in the 13-year 
holiday? 


Chemical engineers, with their background of experience in distilling, are the 
nucleus of the new generation of distillers. As regular readers of “Chem & Met” 
they will welcome the comprehensive canvass of this subject that we are scheduling 
for the December issue. This by itself is a reason for putting your best advertising 
foot forward. 


CHEMICAL 


& METALLURGICAL 


ABC 


ENGINEERING “™ 


A McGRAW-HILL PUBLICATION 
330 West 42d Street, New York 
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INDUSTRIAL MARKETING SECTION 


November 4, 1933 


Urges 
W. F. Schaphorst 


—— 


He’s thinking about publishers’ 
surveys —that is, some surveys. 


Isn’t it amusing, sometimes, to 
read reports by competitive publica- 
tions, all proving beyond question 
that each and every one is best? 

An advertising agency sends out a 
questionnaire to a group of manu- 
facturers, readers, or advertisers, de- 
pending upon what is to be proved, 
and presently the desired replies 
come in. The replies are obediently 
turned over to the publisher whose 
paper is “best,” and forthwith said 
publisher sends out a broadside fea- 
turing this unbiased proof. 

I am not claiming that all question- 
naires are questionable, but just to 
prove that some of them—perhaps I 


should say many of them, are “fishy” 
—I am enclosing herewith for the 
edification of the editor a question- 
naire received only this morning. It 
is not my aim to expose anybody in 
particular. I merely want to call at- 
tention to this interesting indoor 
sport in which every paper proves 
that the publication being promoted 
is the best. 

Consider the questionnaire which I 
am enclosing. An advertising agency 


apparently prepared a post card con- | 


taining a list of publications in a 
given field. The agent stated that he 
is planning an advertising program 
for 1934 and wishes to know which 


paper is read by the recipient of the 
card and which papers help most, in 
order of preference. The card is 
not mailed by the advertising agent 
to a general list of people who, very 
likely, are readers of publications in 
that field. Who, then, does the mail- 
ing, and to whom are the cards sent? 
The answer to that question is: 

One of the publications sends the 
questionnaire to its own readers. It 
so happens that the name of this 
paper appears first on the list (for 
alphabetical reasons), and to help 
just a little more the publisher writes 
on a separate card: 

“Dear Subscriber: It won’t cost you 
one cent and it will be thoroly ap- 
preciated if you check the enclosed 
eard and place it in the mail today.” 

Of course I trust this is not a typ- 
ical case. Also, I trust all other re- 
cipients are doing what I am doing 
—sending the cards to Ye Editor. 

Let’s all put our shoulder to the 
wheel and together push for honesty 
in questionnaires as well as in adver- 
tising. It perhaps is unfortunate 
that there can be only one best pub- 
lication in any given field, but I shall 
be so bold as to declare that that’s a 
fact. In fact it’s a true fact. I once 
saw a litle booklet by a manufacturer 
which was entitled, “True Facts.” I'll 
not explain that one. 


Wear and Obsolescence 


Make a Steady Market 


- =. 


grr ee 


\ 


Conrrutinc to the basic power, 
heating and lighting requirements of all in- 
dustries, the power plant industry presents a 
notably large and steady market for machin- 
ery, equipment and supplies, one free from 
erratic fluctuations that characterize other less 


basic fields. 


This inherent steadiness is 


relatively high productive output of the elec- 
trical industry in the United States today, 
which despite economic conditions is being 
maintained at the rate of 80 billion kilowatt 


hours a year. This is 89% 
of production. 


December Annual 
Review Number: 


Turbine Room of a packing plant in lowa where a recent power 
plant modernization program cut steam and power costs in half. 


Continued activity in so vast an industry 
naturally requires continued replacement of 
equipment such as boilers, stokers, engines, 
turbines, compressors, also piping, valves, 
belting, packing, lubricants, etc. These prod- 
ucts are constantly being purchased by all 


power plant operators. 


reflected in the 


of peak volume 
product. 


You can reach 22,033 men with buying influ- 
ence in the power field at low cost through 
the advertising pages of POWER PLANT 
ENGINEERING. Ask for specific facts and 
figures concerning the presentation of your 


This Specialized Number of POWER PLANT ENGINEERING, published December 1st, 
will describe the milestones of progress during 1933 in equipment and practices 
for generating, distributing and utilizing power. The increased reader interest and 
reference use of this December Number make it an outstanding advertising oppor- 


tunity. Copy due November 10; printing begins November 17; reserve space now. 
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Charter Member A. B. C.—A. B. P. 


53 West Jackson Boulevard, Chicago, III. 


TRADE RESPONDS TO TESTIMONIALS 


_—_—— 
—— 


Bercules Powier Co., 
Wilaingtes, Del. 


Gentlemen: 


cations of colored wearin, 


fied? 


7m @ CAvUGA STS. 


Pr ADELPHIA PA 


We @ our first order for Daintex on 
April 6th, 1982, for use on our various classifi- 


from our washing tine. 


{ 
J \ be During December, 1952, we added this pro- 
¥ 7 duct in our flat departaent and again 
} 


were able to 


HE Holland Laundry, 17th and Cayuga 
Streets, Philadelphia, Pa. did not adopt 
DAINTEX without a thorough test. Over a 
year ago they first tried it in washing colored 
wearing apparel. Result — brighter colors, back- 
grounds absolutely clear. Two months later 
DAINTEX was tried on white wearing apparel. 
Result — fine work and 15 minutes saved in 
washing time. Next, DAJNTEX went into the 
flat department, again resulting in a saving in 
time, and an improvement in quality. 
Holland's experience is described by their 
secretary, Frederick W. McBrien, in the ac- 


companying letter. His is not the unusual ex- 
perience. Laundry owners who use DAINTEX 
almost invariably make similar reports. 

If you are not now using DAINTEX you are 
missing an opportunity to improve the quality of 
your work. You are missing a chance to increase 
your profits. You can convince yourself of this 
by atest. Don’t delay. Write us for full particulars. 


HERCULES NAVAL STORES 
HERCULES POWDER, COMPANY 


rcomponaren 
940 Market Street, Wilmington, Delaware 
Branch Offices : Chicago, New Y rk, St. Louis, Salt Lake City, San Francisco 


NO, (7 ONT EXOENSIVE || cw osae, + woucen w iv is 

Sut i IS REAUTIFUL work, || MECESSARY FOR ME To SLAVE 

PECAUSE "WE LAUWORY UTES || OVEO THESE STEAMY TUBS ? 

we DAINTEX meTwoo!|) | BELIEVE V'Li CALL UP THAT 
LUANDeV 


A Few Das LATER 


— ES, LADY, ano BESIDES BEmG =| OM ——! ISN'T IT Lovety ? 
ECONOMICAL, INTEX ‘THE WHITE THINGS FAIRLY STARKLE 
Soames ans Se 4 WE COLORED COTES ARE So BRiCuT, 


Send us information about : 


Signature 


Hercules Powder Company, 940 Market Street, Wilmington, Delaware. 
INTEX 


Company 


Street City. 


How Daintex used favorable evidence. At the bottom of the publi- 
cation copy is one of the cartoon -~ which proved so effective in 
direct mail. 


DAINTEX SERIES 
WINS PLACE IN 
SELECT CIRCLE 


Cartoon Letters Snare Inter- 
est of Laundryowners 


Wilmington, Dela., Nov. 2.—Car- 
toon letters, forming the spearhead 
of an introductory campaign on 
Daintex by the naval stores division 
of the Hercules Powder Company, are 
given the bulk of the credit for the 
alacrity with which the laundry in- 
dustry accepted this new aid. 


The Daintex campaign was one of 
two by Hercules which have been 
given a place in the 1933 Direct Mail 
Leaders’ Exhibit, out of a total of 
four industrial campaigns thus hon- 
ored. This is not the first time that 
Hercules Powder Company has been 
accorded such recognition by the Di- 
rect Mail Advertising Association, its 
campaign on nitrocellulose winning 
a place in the 1932 collection of effec- 
tive effort. 

The current campaign on Daintex 
was largely the work of Bronson B. 
Tufts, assistant advertising manager 
of Hercules Powder Company, under 
the general supervision of Theodore 
Marvin, advertising manager. 

Daintex is a scientifically blended 
compound that is readily adapted to 
present-day laundry practice. The 
theory of ideal laundering is to re- 
move every trace of extraneous mat- 
ter at minimum cost, without affect- 
ing the life of the cloth. The “soap 
and builder” method partially accom- 
plishes this assignment but the Dain- 
tex Method (soap, builder and Dain- 
tex) is an improved method of 
washing, thoroughly tested and 
proved before it was released by the 
Hercules Powder Company. 


Kept for Reference 


Though the cartoon letters at- 
tracted so much attention among 
laundry owners that in many cases 
they were retained for reference, this 


series was but one phase of the 
many-sided campaign which resulted 
in highly satisfactory sales to laun- 
dries of all types. 

The letter campaign was followed 
by trade paper advertising, which 
first used graphs to show the 
superiority of the Daintex Method, 
and later featured testimonials, 
which were tied to the direct mail 
campaign by cartoon strips. Starch- 
room Laundry Journal first carried 
the advertising, Laundry Age being 
added later as momentum was built 
up. 

Other phases of the campaign: 

1. Distribution of “Daintex Facts,” 
a booklet describing the Daintex 
Method, presenting results of tests in 
both statistical and graphic form. 

2. “Daintex for Laundries and Rug 
Cleaners,” a leaflet, was enclosed in 
letters asking for information about 
the product. 

3. “Now Daintex Laundering 
Matches the Housewives’ Best Wash- 
ing,” was distributed to laundries by 
distributors, whose names were im- 
printed across the center pages of 
the leaflet. 

4. Laundries were provided with 
“How to Sell Daintex Laundering,” 
a leaflet for distribution to route 
men. 

5. Daintex blotters, also imprinted 
with distributors’ names, were pro- 
vided for use in letters to laundries. 


Reaching the Public 


6. A series of three bundle enclo- 
sure slips was prepared to enable 
laundries’ to announce this new serv- 
ice to their customers. These slips, 
imprinted with laundries’ names, 
were supplied free. 

7. This bundle enclosure was de- 
signed for laundries desiring to 
make only one announcement of the 
new Daintex Service. It, too, was 
imprinted and provided free. 

8. Five laundry bundle enclosures, 
lithographed in two colors, were 
supplied to laundries, imprinted, at 
one-half cost. 

9. Daintex Laundered gummed la- 
bels were supplied to laundries for 
use on the outside of bundles. 

Introductory work in the campaign 
was confined to an area easily con- 
trolled by and reached from the 
home office, since demonstrations by 
salesmen and technical service men 
were a vital part of the program. 

(Continued on Page 16) 
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ADVERTISING AGE 
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ARCHITECT 18 
FACTOR IN SALE 
OF FURNISHINGS 


New York, Nov. 2—The page ad- 
yertisement carried by W. & J. Sloane 
in the October issue of Architectural 
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76) SLOANE, 675 FFT AVRITE 08 YORK Cry 
Re TRF UTE STEED WRC TON Be 


W. & J. Sloane, New York furni- 

ture house, advertises its model 

home and furnishings to architects, 
as well as the public. 


Forum to announce the opening of 
model homes in the company’s New 
York and Washington stores mani- 
fests appreciation of architects as an 
outlet for home furnishings and in- 
tention to cultivate this section of 
the market assiduously as soon as 
there is assurance that the present 
rate of home construction will be 
more or less permanent. 


This piece of copy is the company’s 
second message to architects through 
Architectural Forum, the first ap- 
pearing a year ago to invite archi- 
tects and their clients to inspect the 
first Sloane model home. Recogni- 
tion of architects as a sales factor 
had its inception a number of years 
ago, since which time representatives 
of the company have regularly con- 
tacted architects for leads and direct 
orders. 


Influence of Architect 


Premises for this selling activity 
are that many architects include 
decorating in their services and that 
most others, conscious that their 
work is judged largely by the ap- 
pearance and comfort of the com- 
pletely furnished home, are glad to 
insure maximum satisfaction for the 
client by recommending a capable 
decorator. The company allows archi- 
tects the same discounts offered to 
decorators. 


The publication copy does not dis- 
cuss this consanguinity of interests. 
It is simply a repeat of consumer an- 
nouncement advertisements inserted 
in the architectural magazine to 
make sure that architects in all parts 
of the country are informed. 


Such an outstanding example of 
home architecture is regularly in- 
spected by all resident architects as 
& matter of course, and no sugges- 
tions are needed to impress them 
with the advantage of using the 
Sloane promotion to liquidate inde- 
cision and procrastination on the part 
of clients and prospective clients. In 
establishing contact with the archi- 
tects the company feels, therefore, 
that it is actually reaching many cur- 
Trent buyers of fine furniture and 
home furnishings. 


Results of Copy 


Judging from last year’s experi- 
ence, the one announcement ‘suffices 
to keep the matter in architects’ 
minds throughout the year. While 
no check was attempted, enough of 
the visitors volunteered the informa- 
tion they were brought or sent to the 
exhibit by architects to make a pleas- 
ing total. The number from out of 
town was particularly gratifying. 

Last year’s model home, a small 


one-story residence, was viewed by 
300,000 persons, as many as 9,000 
elbowing and pushing their way 
through in a single day. To avoid 
crowds of riotous proportions, the 
company is forced to curtail local ad- 
vertising drastically. By relaying the 
announcement through architects, 
however, bona fide prospects are 
reached and the merely curious are 
excluded. 


The Model Home 


This year’s model home in the New 
York store is not only the most pre- 
tentious dwelling constructed in an 
interior for exhibit purposes but the 
first to be completely landscaped. It 
was built in collaboration with House 
é& Garden and served the magazine as 
an editorial feature. 


Debate Value 
Of Preferred 


Copy Position 


Philadelphia, Pa., Nov. 2.—A dis- 
cussion of the relative value of pre- 
ferred positions featured the Octo- 
ber meeting of Eastern Industrial 
Advertisers, Howard M. Buckman of 
the Roland G. E. Ullman Agency 
and L. E. Lokensgard, Franklin 
Printing Company, being the speak- 
ers on this subject. 

Mr. Buckman submitted his own 
arbitrary estimate of the value of 
various positions, all based on run- 
of-paper position valued at 1.00: 


Middle pages (adv. sec.), 1.00; last 
few pages (not very last), 1.1; first 
few pages (not very first), 1.1; last 
page (adv. sec.) (facing third cover), 
1.3; first page (adv. sec.) (following 
ed.), 1.25; inside back cover, 1.5; 
inside front cover, 1.6; outside back 
cover, 2.00; pages before editorial 
(not first or last), 1.2; page facing 
second cover, 1.4; page just before 
editorial, 1.75; front cover, 3.00. 

Publication’s own appraisal of the 
value of position, as indicated by 
rate cards, coincides closely with his 
figures, Mr. Buckman said. The av- 
erage for several papers is 3.04 for 
front cover; outside back cover, 1.77; 
inside front cover, 1.34; inside back 
cover, 1.28; and first advertising 
page, 1.25. 

Mr. Lokensgard argued that other 


factors are more important than po- 
sition. He assigned 50 per cent to 
what is said and how it is said; 10 
per cent each to illustration, layout 
and headline and 10 per cent to 
identification. 

His study of ten papers showed 
average rates as follows: run of 
paper, 20 points; inside front cover, 
32; inside back cover, 31; outside 
back cover, 42. 


Construction Awards 
Make Another Gain 


Engineering construction awards 
in October amounted to $141,000,000 
Engineering News-Records reports. 

This is the largest figure of the 
year, comparing with $106,000,000 in 
September, $74,000,000 in August and 
$50,000,000 in July. 


Railway Buying 


The Next Step Is 


Increased 


bel a a 


Net Railway 


Operating 


Income — 


Railway e 
Purchases 


HE railroads have benefited as much as, if not more than, any 
industry from the recovery in general business. Net railway operat- 
ing income has gained 500 per cent since last spring. It has not only 
greatly exceeded that of the corresponding period of 1932 but also 


has exceeded that of the same period of 1931 by a fair margin. 


Freight traffic has been ahead of 1932 levels for five consecutive months, 
and railway employment which has been ste&dily increasing, reached 
a new 1933 high in September. 


The next step is increased railway buying. Purchases for increased 
maintenance work have already shown an upturn. Requirements for 
rail and equipment in considerable volume are now appearing on the 


horizon. 


Today, the railway industry presents the largest potential market for 
equipment and materials since 1923—when railway purchases were the 
greatest in the history of the industry. Not in a decade have aggressive 
railway sales and advertising efforts been of greater importance—for 
the time to make sales is before orders are placed. 


A “Railway Data Booklet” is being compiled which presents the rail- 
way situation, graphically and concisely. A copy is yours for the 


30 Church Street, 


105 West Adams Street, Chicago 
Washington, D. C. 


asking. Telephone or mail your request to our New York office at 30 
Church Street. 


Simmons-Boardman Publishing Company 
New York, N. Y. 


Terminal Tower, Cleveland 
San Francisco 


Raitway AGE 


Raitway ENGINEERING AND MAINTENANCE 


All A.B.C.—A.B.P. 


Rartway MECHANICAL ENGINEER 


Raitway SIGNALING 


Raitway EL ectricaL ENGINEER 
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Weekly Meetings 
Held at St. Louis 


Weekly meetings are on the sched- 
ule of the Industrial Marketing Coun- 
cil of St. Louis during 1933-34. They 
will be held at noon, and the time 
will be held down to a predetermined 
minimum, so that members will not 
be away from their desks too long. 

This plan has been received with 
enthusiasm, if attendance at the 
luncheons thus far held is a cri- 
terion. 

Frank C. Hamilton, sales manager 
of the Von Hoffman Press, and H. 
von P. Thomas, merchandising man- 
ager Bussmann Manufacturing Com- 
pany, were among the speakers at 
meetings held in October. Each was 
given twenty minutes in which to tell 
his story, and a round table discus- 
sion followed. 

Mr. Hamilton discussed sales let- 
ters that win, while Mr. Thomas told 
of the strategy behind the marketing 
of Bussmann fuses. 

Bussmann salesmen formerly car- 
ried screw drivers, taking a fuse 
apart to show its construction. This 
was not always convenient for the 
prospect, so the company developed 
twelve charts, each showing one 
point of superiority. 


Stars Scintillate 
at Philadelphia 


Undeterred by the presence of 
Friday, the thirteenth, Eastern In: 
dustrial Advertisers gathered in 
force at the October meeting to hear 
such experts as P. T. Coburn, Mc- 
Graw-Hill Publishing Company; For- 
rest U. Webster, Cutler-Hammer, 
Inc., Milwaukee; Howard M. Buck- 
man, Roland G. E. Ullman Agency; 
and L. E. Lokensgard, Franklin 
Printing Company. 

Ray Lovekin, Lovekin Advertising 
Agency, presided. 

Mr. Coburn suggested that fifty 
words can often be made to tell the 
story. He said appeals must be 
modernized; old stories must be told 
in a new way. 

Economy is so vital today, he said, 
that certain utilities meet every 
Monday to discuss next week’s bud- 
get, instead of once a year, as for- 
merly. 

Mr. Webster said the N. I. A. A. 
has discarded the precedent that pro- 
motions must be made in regular or- 
der and that the best man is now 
elected. 


Kobak, Younggreen 
at Milwaukee 


Edgar Kobak, vice-president of the 
McGraw-Hill Publishing Company 
and president of the Advertising 
Federation of America, was one of 
the headliners at the opening meet- 
ing of the Milwaukee Association 
of Industrial Advertisers. The other 
was Charles C. Younggreen of 
Reincke, Ellis-Younggreen & Finn, 
Chicago agency, who is a former 
president of the A. F. A. 

Both discussed advertising under 
the NRA. 


Hamaker Speaker 
at Cincinnati 


L. S. Hamaker, sales promotion 
manager of the Republic Steel Cor- 
poration, Youngstown, O., addressed 
the October meeting of the Cincin- 
nati Association of Industrial Mar- 
keters. 

Mr. Hamaker, who recently spoke 
before the Advertising Club of De- 
troit, one of the largest general ad- 
vertising organizations in the coun- 
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try, predicted a general improvement 
in advertising volume. 


To consistently justify the adver- 
tising program and bring its efforts 
and results directly before the eyes 
of management, Mr. Hamaker sug 
gested a continuous “Here’s What 
We're Doing” program. Portfolios of 
the sales promotion program would 
be sent to all executives and sales- 
men at regular intervals. 

The Cincinnati association is set- 
ting a hot pace for others to follow 
in regard to membership. More new 
members have been enrolled this fall 


Subordinates, 
Sales Manager, 
Exchange Posts 


Akron, O., Nov. 2.—An unusual ex- 
periment in sales management has 
just been concluded by the Miller 
Rubber Products Company, Inc., divi- 
sion of The B. F. Goodrich Company. 

L. H. Mercer, sales manager of 
Miller, decided to make an extensive 
trip into the field to survey condi- 
tions. Instead of following the more 
or less customary procedure, that of 
reporting to the district manager, 
going over his problems, and travel- 


cer felt it would be a good plan to 
switch jobs with several district man- 
agers for a time. 

H. M. Georgi, southwestern district 
manager, with headquarters’ in 
Dallas, was notified to report to the 
Akron office. Arrived there, he was 
put at Mr. Mercer’s desk, told he was 
handling the sales manager’s duties. 
Mr. Mercer had arrived at Dallas and 
informed the field organization that 
for the time being he was serving 
as district manager. 


Extend the Plan 


Following his survey of the south- 
western district, the same plan was 
followed on the Pacific Coast. LeRoy 
Wagner, coast district manager, with 
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took over his job of handling direg 
sales problems in his territory. 


So successful was the plan that jt 
may be extended to cover all sale 
districts, Mr. Mercer said upon his 
return to the Akron offices. 


“Such an operation benefits both 
the headquarters sales staff and the 
field organization,” he declared. “| 
am thoroughly sold on it. 


“We found it gives our district 
managers a vastly improved under. 
standing of the problems handled 
daily by our home office. The map 
from headquarters, on the other 
hand, is put directly in contact with 
conditions in the field, meets sales 
problems on the firing line and re 
turns to his home office with new 


than in all of 1932. 


A Partial List of | 


Visomatic Users 


COCA-COLA CO, 

SIMMONS BED CO. 

GENERAL ELECTRIC COMPANY 
SWIFT & CO. ’ 
WESTINGHOUSE ELECTRIC CO. 
PACKARD MOTOR CAR CO. 
OTIS ELEVATOR CO. 

JENKINS VALVES 

DuPONT’S DUCO 

CARRIER ENGINEERING 
NATIONAL BISCUIT CO. 
BARRETT ROOFING 
WINTHROP CHEMICAL 

EXIDE BATTERIES 

STANDARD BRANDS 
NESTLE’S CHOCOLATES 
AMERICAN CABLE CO. 
METROPOLITAN LIFE INS. CO. 
U. S. INDUSTRIAL ALCOHOL 
JOHNS-MANVILLE CO. 


INGERSOLL WATCH 


headquarters in San Francisco, was |ideas on how sales efforts may best 


ing the territory with him, Mr. Mer-|dispatched to Akron. Mr. Mercer |be co-ordinated.” 
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Visomatic Features 


It is inexpensive—1/10 the cost of a film 
production. Ask for a quotation at once. 

It is quick—you can have a Visomatic 
production working its head off for you in 
ten days. Ask what Industrial Alcohol ac- 
complished in establishing a new product. 

It is effective—Visomatic has got to be 
good when one-third of all leading national 
advertisers have adopted it in rapid succes- 
sion. Send for booklet of accomplishments. 

It is simple—anyone can operate it with- 
out practice. 


Other Visomatic Uses 


“The Illustrated Voice of Business” is not 
limited to the application of helping sales- 
men make better presentations. It is just 
as effective in a dozen other applications: 

Training house salesmen. 

Training salesmen for jobbers, dealers 
and retailers. 

Merchandising sales and advertising 
plans to units of market. 

Take prospects through home office, and 
plant. 

Educating buyers in proper use of prod- 
uct or service. 

Write for booklet—it contains many cther 
applications. 


The Visomatic Idea 


Visomatic is not sound movies, 
nor is it radio television. It is 
fascinating new invention which 
combines the best features of all 
sound and visual methods. Viso- 
matic, “The Illustrated Voice of 
Business” is as unlike other 
older methods as the present-day 
radio is unlike the first of the old 
crystal sets. 


Some clients buy their own Viso- 


matic equipment. Others use 


Western Union service; trained 
operators in forty-nine majom 
cities can be called upon to maké 
your presentation, in the absencé 


of your representative. 
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Recent Gains 
Erase Red Ink 
For Link-Belt 


Chicago, Nov. 2.—For the nine 
months ended September 30, Link- 
Belt Company and subsidiaries re- 
ported net income of $52,130 after 
depreciation, federal taxes and other 
charges. This compares with a net 
loss of $319,809 in the corresponding 
period of 1932. 

The report is particularly inter- 
esting because of the breadth of the 
company’s business. It sells to al- 
most every type of manufacturer, 
contractor and engineer. 


Julius S. Holl, advertising man- 
ager, said there has been a continu- 
ous improvement in business since 
mid-summer. No one industry has 
made startling gains. On the other 
hand, nearly all have shown signs 
of revival and have been in the mar- 
ket for some of the numerous lines 
made by Link Belt. 


Show Net Profit 


Thus profit in, September, before 
depreciation, amounted to $81,311, 
contrasted with a loss in September, 
1932. 


Sales for the nine months aggre- 
gated $5,417,538, against $5,355,189 
for 1932. September sales totaled 
$782,973, compared with $609,189 a 
year ago. 


Trade Paper 
Lineage Gains 
In September 


New York, Nov. 2.—Nearly every 
class of business paper advertising 
made sharp gains in advertising in 
September, 1933, the last month for 
which complete figures are available, 
as against August, 1933, National 
Advertising Records reports. 

Fifty-five papers which carried 
2,297 pages of advertising in August 
increased the total to 3,049 in Sep- 
tember, for a gain of 752 pages or 
30 per cent. 


Four architectural papers carried 


1122 pages in September, a gain of 
44 pages. Six automotive papers 
gained 36 pages; three aviation pa- 
pers, 14 pages; five building papers, 
31 pages; two clothing papers, 14 
pages; four drug papers, 117 pages; 
two dry goods and department store 
papers, 16 pages; three electrical 
papers, 63 pages. 


Many Other Gains 


Three construction papers gained 
7 pages; two furniture papers, 12 
pages; five retail and manufactur- 
ing food papers, 65 pages; three 
hardware papers, 178 pages; four in- 
dustrial papers, 41 pages; two metal- 
trade papers, 73 pages; two oil and 
petroleum papers, 9 pages; three 


power plant engineering papers, 32 
pages. 
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MULTIBESTOS 
AIDS STATIONS 
SELL MOTORISTS 


Boston, Mass., Nov. 2.—Intensive 
cultivation of service stations has 
enabled the Multibestos Company, 
subsidiary of the Dewey & Almy 
Chemical Company, to sell 120,000 
tons of brake linings in a compara- 
tively short time. 

Back of this success story, how- 
ever, are an investment of two years’ 
experiment and $50,000. 

In the early days of the automo- 
bile, one brake lining was used for 
all purposes. As a result of spe- 
cialization, however, car and truck 
manufacturers now use six kinds of 
brakes and no one type of lining 
could bring out the best performance 
of all. 

To meet this situation, the Multi- 
bestos Company developed eight dif- 
ferent friction materials with the 
same number of characteristics to 
service all types of brakes. 


Cabinet that Sells 


Instead of complicating inventory 
problems for the manufacturer, auto- 
motive jobber and service station, 
however, Multibestos engineers have 
been able to combine the material 
into only 27 universal sets, which 
service 97 per cent of all cars made. 
Though providing 97 per cent of 
coverage, these 27 sets carry a 
weighted average cutting loss, on a 
national basis, of only 1.8 per cent. 
This fact gave rise to the phrase 
“tailored set,” heralded to the trade 
in Multibestos advertising. 

Though manufacturers have shown 
interest in the use of Multibestos 
brake linings as original equipment 
and are reached through a special 
division, the company displayed the 
greatest ingenuity in cultivating the 
replacement market through service 
stations. 

One of the innovations which 
pleased the service men is a mer- 
chandising display cabinet of black 
metal with chromium door. Slots 
cut in the front show the multi-col- 
ored labels of the different sets and 
a vacant slot thus becomes an auto- 
matic re-order signal and the cabi- 
net a daily inventory. 

Each cabinet carries 27 of the 
tailored sets, or a full assortment for 
any car on the road. A neon sign 
surmounting the cabinet picks up a 
lot of relining jobs for the station. 
These cabinets are leased for exclu- 
sive use with Multibestos cabinets, 
jobbers’ salesmen placing and serv- 
icing them. 


Popular Work Card 


Of numerous aids extended to serv- 
ice stations, a scored work card has 
proved highly popular. The top part 
of the card goes to the car owner, 
showing him each step in the job of 
making his brakes effective and help- 
ing sell him on the safety idea. 


Another unique technical help, 


}“Handbook for Brake Service,’ can 


be washed with gasoline when soiled 
by dirty hands. 

Multibestos now has ten trucks 
traveling the country holding clinics 
at service stations. Demonstrations 
by the crew help mechanics with 
their knotty problems and convince 
them that Multibestos knows exactly 
what it is talking about. Chiefs of 
police are often interested specta- 
tors at these gatherings, and become 
more or less expert themselves on 
what constitutes a good brake. 

The company’s products are widely 
advertised in automotive and service 
station trade papers, Badger & 
Browning being the agency in 
charge. 
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CLASS & 


INDUSTRIAL MARKETING SECTION 


Purchasing 


Agent’s 


View of Advertising 


(Continued from Page 2) 


as to the effectiveness of various 
types of advertising in such a com- 
pany will not necessarily be correct 
where the tie-up between these two 
and they in turn with the operating 
department is not as close as I have 
indicated. 

Actually, however, it would appear 
to me that when there is less of a 
tie-up between these two depart- 
ments, the value of advertising of 
different types to each should be con- 
sidered even more carefully. 


Value of Data Sheets 


While circulars and technical data 
sheets probably cannot properly be 
classed as advertising, they are of 
immense value to the buyer because 
they familiarize him with his subject 
before he discusses details with the 
salesman and save the time of both. 
In this connection, a purchasing 
man is always glad to see a salesman 
who knows his subject, comes to the 
point promptly, and limits the time 
of his interview. The purchasing 
agent is just as glad to see advertis- 


ing of the same character. 

I believe that more money could 
wisely be spent in simple, specific, 
well-illustrated advertising submitted 
in the mail with bids, and less to un- 
solicited direct mail of a general na- 
ture. The buyer is already interested 
in you as a source of supply but 
wants facts and if he has to obtain 
basic specifications verbally from the 
salesman, he loses some of his inter- 
est. 

Too much direct mail circularizing 
tends to tire the buyer and actually 
eause less interest because of what 
might appear to be high pressure, 
particularly if these direct mail 
pieces contain a large percentage of 
printed matter or mimeographed ma- 
terial and few illustrations, either of 
equipment or accomplishment. 


Joint Effort Necessary 


The question has been asked 
whether it is possible to sell all of 
the buying factors in a large organi- 
zation either by publications or direct 
mail. To my mind even the best ad- 


vertising when directed to all the 
interested parties in a given organi- 
zation so that it is of greatest possi- 
ble effect, will still fall short of actu- 
ally making the sale, as final nego- 
tiations in the case of any item of 
any major consequence must be 
handled with a salesman. The part 
played by the advertising is that of 
familiarizing the buyer with the 
product, but however complete it is, 
the buyer will have some questions 
during negotiation that can best be 
settled by discussion. There is no 
question that advertising does play 
a large part in leading up to the sale. 
However, the success is in the tie-up 
of the two and it is difficult in most 
eases to determine which should get 
the most credit. 


I should like to suggest what I be- 
lieve would be a distinct help in 
analyzing bids on equipment, and at 
the same time save many companies 
money. 

Inquiries for mechanical equipment 
usually request that the bidder sub- 
mit complete specifications and illus- 
trations with his quotation. This per- 
mits the buyer to make a preliminary 
analysis before seeing the salesman 
and familiarizes him with the ma- 
chine so that lost motion is mini- 
mized during negotiations with sales- 
men. 

In many instances, 


however, no 


TO... 


THOSE FIRMS 


THAT ARE CONSIDERING 


A STEP FORWARD IN ADVERTISING ... 


Many concerns have felt an upward trend in sales—a 
trend that, while if great profits did not materialize, at least 
indicated the possibility of a market — and the necessity for 


advertising. 


Who is to handle it? 


The search for required informa. 


tion, the field contacts, the sales promotion, the planning — 
which are all a part of advancing sales effort — entail all of 
the advertising manager’s time! 


The staff of Russell T. Gray, Inc. with its long and broad 
experience in selling to industry can become the advertising 
manager’s department, stepping in with an immediate under. 
standing of the major problems at hand and an unequalled 
aptness for the solving of the minor ones. 


Russell T. Gray, Inc. immediately relieves the rising pres- 
sure with the ability and facilities for the preparation of copy 
and layout production and checking, with the viewpoint that 
only an experienced industrial agency can have and at a cost far 
below that of maintaining the smallest advertising department. 


There is no obligation incurred in the discussion of your 


problems. 


You will be interested in knowing how we work 


with other advertising managers. We believe we have 


valuable help for you. May we try? 


¢ RUSSELL T. GRAY, INC. 


Engineering Building 
Chicago, Illinois 


Telephone Central 7750 


data of this nature accompanies the 
bid, or going to the other extreme, 
the bidder submits a number of cir- 
culars or bulletins all dealing with 
the general subject, but requiring the 
buyer to wade through a great mass 
of detail to reach the specific mate- 
rial wanted. Many equipment manu- 
facturers are now seeing the buyer’s 
point of view and the result is fre- 
quently in individual circular or 
bulletin telling the story in brief, but 
presenting at the same time a com- 
plete picture of specifications of the 
unit quoted on. 


Stick to Point 


Another practice which appears in- 
effective is that of attaching circu- 
lars describing equipment other than 
that quoted on, to quotations. For 
example, if an inquiry for cut gears 
is sent out, one or two _ bidders 
usually attach small pamphlets or ad- 
vertisements announcing that they 
can also furnish V belt drives, screw 
conveyors or some other allied item 
of equipment. The buyer is thinking 
primarily of one thing when he re- 
views the bid and any time taken to 
read the attachment makes for inac- 
tive rather than active consideration 
of the bidder. Furthermore, in many 
instances the items are sufficiently 
allied so that the buyer already 
knows of the bidder’s ability to fur- 
nish them. 


If these bidders would furnish the 
buyer with their catalogues, and rely 
upon this and their salesmen to fa- 
miliarize him with their complete 
line, I believe results would be better, 
and costs lower, particularly if the 
salesman would deliver the catalogue 
in person and discuss it briefly with 
the buyer. This does not take care 
of constantly changing specifications 
and improvements in the line, but for 
these the purchaser relies on the 
bulletin for which he asks on his in- 
quiry. 

Interested in Specifications 


The general impression of many 
manufacturers of such equipment as 
pumps, speed reducers and _ fans 
seems to be that the purchasing de- 
partment is interested primarily in 
price, delivery, what others think of 
the equipment, how many units are 
in operation, etc., but does not care 
to review the specifications, leaving 
this to his engineering department. 

The salesman usually leaves the 
bid with the buyer, then asks him 
whom to see in the engineering de- 
partment. There may be cases where 
this assumption is correct, but it is 
my belief that most buyers of engi- 
neering equipment are intensely in- 


terested in basic mechanical speci- 
fications. They rely on the engineer- 
ing department for approval of de- 
sign, but they make the first study 
of the bids and submit recommenda- 
tions to the engineers. 

I have so far dealt mainly with the 
effectiveness of advertising when the 
buyer is in the market. To appeal to 
him when he is not considering the 
purchase of equipment, advertising 
should present facts in concise form 
stripped of ballyhoo, and to a large 
degree, of mechanical performance 
data. This is true because of the 
large amount of advertising which 
passes over the equipment buyer’s 
desk in a large corporation, and also 
because he relies largely upon the 
engineering department to set forth 
rather rigid specifications when actu- 
ally requisitioning equipment. 


Likes Simple Copy 


He is, therefore, primarily inter- 
ested in two things—-new sources of 
supply and new ideas and improve 
ments in equipment. Some advertis- 
ing in such magazines as Pit and 
Quarry, Power Plant Engineering, 
Iron Age and Rock Products brings 
these points out clearly. As_ the 
engineers usually follow this type of 
magazine more closely than the 
buyer, due to the nature of their 
work, the latter is impressed only by 
advertisements which are outstand- 
ing in presenting a new source oF 

(Continued on Page 11) 


EXPERT 
CATALOGUE 
PREPARATION 


is the first step in the complete cata- 
logue service which we offer to 
manufacturers who sell in the indus- 
trial market. Succeeding steps im- 
clude printing, filing and distribution 
by the one method which assures 
the highest possible degree of cata- 
logue maintenance and use in buyers 
offices. 

Each catalogue prepared by 
Sweet’s staff, under the supervision 
of engineering consultants, is the 
product of special study—of our 
client’s individual requirements and 
also of buyers’ requirements with 
respect to the particular product of 
service. 

You can order Sweet’s to handle 
the entire job, or to take it up at 
any point and follow it through to 
completion. Let us talk with you 
about your new catalogue. 


SWEET'S CATALOGUE SERVICE 
119 WEST 40TH STREET, NEW YORK 
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P, A. LOOKS 
AT ADVERTISING 


(Continued from Page 10) 


idea to be borne in mind when in 
the market. 

It is difficult to comment on spe- 
cific advertisements without men- 
tioning names, but a moral might be 
drawn from a recent issue of Rock 
Products carrying an advertisement 
showing cut-away sections of a new 
gear motor. This same motor shown 
without the view of gearing arrange- 
ment and carrying a long description 
of its design would not have such 
a strong appeal to the buyer, who 
favors illustrations which show the 
subject at a glance. 

Bulletins and circulars which show 
plainly on the outside who sends 
them and what they are about re- 
ceive more consideration than others. 

Advertising of mechanical equip- 
ment sent to a purchasing agent 
should paint its picture so vividly 
that it either finds a permanent 
place in his future reference file, or 
is rerouted to another department. 
Even if this advertising has not 
created any active interest at the mo- 
ment, it has been worth its eost be- 
cause it has impressed the seller’s 
name and product on several in the 
buying organization. 

A recent issue of Engineering 
News-Record carried a small adver- 
tisement, about 80 per cent of which 
was taken up by the picture of a 
new clamshell bucket, with the sim- 
ple caption in prominent type “One 
Piece Renewable Lip Dipper.” I be- 
lieve this carried much more weight 
with the purchasing agent than had 
it given a lengthy description in 
small print, or had described in addi- 
tion some of the company’s other 
many products. 


Over-Reaching Objective 


Effectiveness in obtaining results 
depends on getting the copy into the 
right hands. In their desire to reach 
all the buying factors in a large or- 
ganization, some sellers send in four 
or five copies of the same literature 
and almost invariably the buyer sees 
them all because if they offer new 
ideas they are routed to all inter- 
ested parties. By discussing this 
with the buyer the salesman can 
eliminate a considerable number of 
lost advertising dollars. 

There is one excellent form of ad- 
vertising, the value of which I be- 
lieve is underestimated by many ad- 
vertisers. I refer to the definitely 
periodic paper, booklet or bulletin, 
sometimes called house organs, such 
as “Crane’s Valve World,” Chicago 
Bridge and Iron Co.’s “Water Tower,” 
Shartle Bros.’ “Messenger,” Tyler’s 
“Through the Meshes” and many 
others. They are effective mainly be- 
cause they present progress, new de- 
velopments, and keep the sender’s 
name in the purchaser’s mind. 

Such advertising has continuity 
and interest, and for the same reason 
that a buyer will always read Chi- 
cago Belting Company’s advertise- 
ment on the inside cover page of the 
Chicago Purchasor, he will read such 
bulletins expecting to find sugges- 
tions of either immediate or future 
value to his company. 

An interesting advertisement ap- 
Peared in the July issue of Power 
Plant Engineering, requesting the 
buyer to write for further details of 
hew types of recording thermometers 
and gauges. The thing which caught 
my eye was the simplicity, promi- 
hence of seller’s name and product, 
and lack of fine print. This served 
its purpose in that it impressed the 
buyer with the seller’s ability to 
serve along a definite line, and in- 
quiries will come later. 

In summing up, it might be well 
to rate the effectiveness of various 
types of advertising in ‘selling the 
buyer and their value to him. First 
from the standpoint of maintaining 
interest over a long period is the 
well arranged periodical, and when 
the buyer is definitely in the mar- 
ket, concise technical bulletins and 
data sheets. Next in order come gen- 
eral catalogues, direct mail circulars, 


booklets and the like, and last, mime- 
ographed form letters, blotters and 
postal cards. 

Regardless of the type of adver- 
tising intended for the equipment 
buyer, it should be brief, distinct in 
maker’s name and product, and above 
all, conservative. The present day 
buyer looks for stability, and wild 
claims do not create confidence, but 
rather doubt. 


Dunn Urges Railroads 
to Use Advertising 


A vigorous campaign to sell rail- 
road service to the public was urged 
by Samuel O. Dunn, editor of Rail- 
way Age, Chicago, in an address be- 
fore the New England Railroad Club 
at Boston. 

“It’s time for our railroads to get 
going if they are going to cope suc- 


cessfully with competition from 
other carriers,” said Mr. Dunn, who 
added that in 1932 foreign railroad 
and steamship lines advertised five 
times as much as those in America. 


Appoint Rex Gay 


Lubrication and Maintenance, Chi- 
cago, has appointed Rex Gay as ad- 
vertising representative. He has 
served Liberty and Popular Me- 
chanics. 


Republic Promotions 


George S. Hendrickson, sales man- 
ager, and Albert F. Spitzglass, direc- 
tor of research for Republic Flow 
Meters Company, Chicago, have been 
elected vice-presidents. 


Eckhardt’s New Work 


George W. Eckhardt has resigned 
as sales manager of the hardware 
department of Henry Disston & Sons, 
to become an executive in the associa- 
tion work conducted by the George A. 
Fernley Organization, Philadelphia. 


Railroads to Buy 


Car loadings have topped the 1932 
level for 23 consecutive weeks, Rail- 
way Age reports. With the attend- 
ant improvement in railway earnings, 
railroads are good prospects for new 


equipment. 


2 cohen 


Six Accounts to 
Cleveland Agency 


Six accounts have been placed with 
Carr Liggett, Inc. a new agency 
formed in Cleveland by Carr Liggett, 
who recently resigned as vice-presi- 
dent and secretary of the Krichbaum- 
Liggett Company. 

Liggett has been appointed by Re- 
liance Gauge Column Company, 
Cleveland Provision Company, New- 
man-Stern Company, all of Cleve- 
land; Ridge Tool Company and 
I. T. S. Company, Elyria, O., and 
Allied Barrel Corporation, Oil City, 
Pa. 


25 30 35 40 4 
“Millions of Dollars 
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CUMULATIVE. CAPITAL AND 
ENGINEERING CONSTRUCTION CO 
AS REPORTED BY E.N-R. 


onstruction WO 
ged in July 3 74,338,000 
: een are 1H 
give eee atte | 


THIS MEANS BUSINESS THIS FALL 


AND WINTER FOR EQUIPMENT AND 


MATERIALS MANUFACTURERS 


We know definitely that the 


. engineering-construction in- 


dustry is going into 1934 with 
a greater volume of actual 
work underway than was true 
ayear ago. Theupturn, slight- 
ly visible in August, became 
real in September and October. 
It is going strong right now, 
Note how capital is thawing 
out. Watch the contract- 
awards curve every week in 
Engineering News-Record. 


It means that the increasing abundance of capital spells still greater 
construction two and three months hence. 
tion or contract curve jumps after the release‘of capital.) 


(Note how the construc- 


It means every conceivable type of engineering-construction project, 
calling for the machinery, equipment and materials of industry. 


It means increased winter employment for millions in the construction 
front lines and behind the front in manufacturing plants. 


It means (most significant to sales and advertising men) that those 
companies that are advertising steadily in Engineering News-Record and 
Construction Methods are well fixed to land some orders this winter. 


ENGINEERING NEWS-RECORD 


CONSTRUCTION METHODS 


Published by 


McGraw-Hill, New York 
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CONDUCTED by 


PROBLEMS 


in industrial advertising and marketing 
od 


KEITH J. EVANS 


Nice Broadsides? 


We have just finished a series of 
broadsides and mailing pieces which 
I would like to have you look over. 
We are not looking for compliments 
but would appreciate your construc- 
tive criticism. 


ADVERTISING MANAGER. 


Your series is very interesting and 
we think justifies itself on the basis 
that it is thought-provoking and is 
helpful to the industry of which you 
are a part as well as to your own 
company. 

The only negative thought we have 
is based on a comment made by a 
well-known buyer of a large corpora- 
tion. He said he thought industrial 
advertising could get along with less 
general advertising matter but should 
give more facts and information, in- 
cluding case studies on actual per- 
formance. 

He said he threw away the broad- 
sides with slight attention because 
they were usually promotional and 
full of general advertising; while he 
kept informational literature because 
it contained facts of value. 


i 


Testimonial Letters 
We used to make quite a feature of 
testimonial letters in our advertising 
and sales work. Recently we have 
neglected this almost entirely. 
Please give me your opinion of 
this type of advertising in the in- 
dustrial field as I believe we may 
be missing a good bet. 
ADVERTISING MANAGER. 


Testimonials were often used in 
the industrial advertising market 
fifteen to twenty years ago. Soon 
after this there came such a deluge 
of testimonial material in the general 
consumer field that everyone turned 
against it. 

It is our belief, however, that testi- 
monials still have a definite infiu- 
ence, not so much in advertising 
space but as supplementary material 
in direct mail work and also as oc- 
casional attachments or follow-up 
work after quotations have been 
made. 

It is reasonably economical to take 
four average testimonial letters and 
have them reduced by planograph so 
that all four will appear on one 
814”x11” letterhead size sheet. This 
then gives four different comments 
on your product from four different 
companies. 

While we believe testimonials are 
still of value, very much depends on 


what is said. Statéments by cus- 
tomers giving the true picture of 
their situation, some intimate facts 
as to what your product has done 
for them, and actual figures as to 
savings or increased profits are most 
desirable. 


Complete case studies or perform- 
ance reports in pamphlet form as 
prepared by outside survey and per- 
formance engineers are even better, 
though that is another story. 
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Buying Advertising Space 
As you know, our appropriation 
has never been very large, and we 
have done very little space advertis- 
ing during the depression. However, 
it has seemed to me that it is about 
time to begin work. One or two of 
our competitors stepped out in rather 
broad campaigns some time ago but 
these have more or less dried up. 
Now I am wondering if it is not 
our turn to begin with some reason- 
able hope that volume can be main- 
tained to support our effort so that 
we would not be forced to discon- 
tinue and lose a good part of the 
ground gained. 
ADVERTISING MANAGER. 


Early this spring there apparently 
was little use to talk to industrial 
buyers about buying anything. They 
seemed particularly opposed to dis- 
cussing the purchase of any capital 
goods such as you are selling. 

However, now with higher costs of 
labor and materials, manufacturers 
are definitely looking about for 
methods of cutting costs. It would 
seem to us that now is the time to 
begin in a conservative way, provid- 
ing your production department and 
engineering departments have kept 
pace and have new and better equip 
ment to offer. 

Too often a firm agrees to the ex- 
penditure of a meager advertising 
appropriation but really has nothing 
new and progressive to offer. Then 
the advertising is criticized for lack 
of results when as a matter of fact, 
the advertising could not be expected 
to sell equipment that was modern in 
the 1920’s but not in the 1930's. 
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Technical Literature 


We have been issuing a series of 
technical bulletins similar to those 
attached. While we do not expect 
that you will go into the facts, we 


would like to have any suggestions 


which you may have with regard to 
presentation. 
ADVERTISING MANAGER. 


Your 8%”x11” size is probably sat- 
isfactory if it is necessary to in- 
clude the large line drawings which 
would not be clear in a smaller 
pocket size. Offhand, it would seem 
the smaller pocket size would be de- 
sirable if it were not for the draw- 
ings. 


On the other hand, many engineers 
and salesmen are now maintaining 
81%”"x1l” ring binders for data of 
this kind so that if you would give 
it the standard punching you might 
find it being kept in these binders 
more regularly. 


We also notice that in two cases 
you have developed a six-page folder. 
This is bad from the standpoint of 
the loose-leaf binder unless you 
could have the fold come short of 
the center so as to avoid the punch- 
ing. 

vvwr 


Economy in Marketing 

We have been maintaining a rea- 
sonable organization throughout the 
past few years, but it seems as 
though our costs of marketing are 
still entirely too high. 

We must reach more customers 
and prospective customers, but our 
cost of doing this must be lower. 
I realize that this is the problem of 
all manufacturers and so have writ- 
ten a number of others but would 
like to have your short comment on 
what might seem to be the logical 
thing to do. 

Will you please let me hear from 
you on this? 

SALES MANAGER. 


Several books might be written in 
answer to your question, but we will 
give you one thought which may be 
helpful in studying your problem. 

1. Try as closely as possible to de- 
termine your market. Do not in- 
clude remote prospects of question- 
able buying power but definitely in- 
clude all those you know to be good 
prospects whose business you would 
accept and could make a profit on. 

2. Group them into each sales- 
man’s territory. 

3. Study over each name with your 
salesmen and determine as closely 
as possible how many calls would 
have to be made on each company 
to get the business involved. 

4. Total the number of calls re- 
quired in each territory. 

5. Total the number of calls that 
it is possible to make by that sales- 
man—all figures to cover a year’s 
time. 

6. If the calls required are greater 
than those possible by the salesman 
rework the list with him—(a) cut- 
ting down the number of customers 
and prospects and (b) cutting down 
the calls on some of them. 

Perhaps it will be necessary to 


reduce the number of calls on every 


VALVES? 


Gate 
Globe 
Angle 
Back-Pressure 
Balanced 
Blow-oft 
Butterfly 
Check 
Diaphragm 
Disk 
Expansion 


Yes? 


Hydraulic 
Hydraulically Operated 
Plug Cock 

Needle 

Solenoid 


HEATING . PIPING 
AIR CONDITIONING 


goes wherever heating, piping and air conditioning 
equipment is specified, purchased, 
or operated for industry and large buildings. 


1900 PRAIRIE AVENUE 


Motor-Operated 
Magnetic 

Radiator 

Reducing 
Self-Closing 

Stop 
Temperature-Control 
Throttle 

Relief 

Non-Return 
Two-Three-Four-Way 


installed 


CHICAGO, ILLINOIS 


company. In this case plan to have 
your salesman use a sales promotion 
form, recording the situation as he 
finds it on his call and indicating 
what type of follow-up would help 
to maintain the customer’s interest 
until his next call, which is going 
to be further in the future than be- 
fore. 

The letter would then either be 
sent out a few days to a week fol- 
lowing his call or would be sent in 
place of his personal call on the for- 
mer schedule. In some cases this 
material might be a bulletin contain- 
ing data of interest. In some cases 
it may be a case study or perform- 
ance report on your product or in 
other cases a few lines indicating the 
salesman’s interest, asking if there 
is any special service the company 
needs or if there is anything the 
salesman can do to help at this time. 

In this way you may thin out and 
economize your calling without any 
serious loss in effectiveness, but 
your costs on this basis will be a 
little higher rather than lower. 

If on the other hand, you find that 
your check of customers and pros- 
pective customers in each sales ter- 
ritory shows that the salesman does 
not have enough calls to make or 
can easily cover his territory, it may 
be possible to reduce the number of 
salesmen and thin out the expensive 
personal calling with serious to-the- 
point sales promotion letters that 
will supplement the personal call to 
the best possible advantage and 
maintain the interest in your com- 
pany and its products between calls 
which would now be further apart. 

A careful check of this kind in 
most companies will find some sales- 
men with not enough to do while 
others have more than it is physic- 
ally possible for them to do. The 
adjustment of territories may or may 
not effect direct economies but it 
will insure more uniform and de- 
pendable covering of your customers 
and prospective customers that 
should result in increased business 
and in consequent lowering of your 
unit sales costs. 
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The Subscription Nuisance 

How are companies handling the 
subscription nuisance today? We 
have so many odd_ subscriptions 
taken by men all over our company 
that I am sure there is loss and 
waste involved. 


ADVERTISING MANAGER. 


One way aggressive companies are 
handling their subscriptions is to 
have them all clear through one ex- 
ecutive who O.K.’s them or cancels 
them as may seem best and then 
refers them to the advertising de- 
partment for handling. 

All subscriptions are arranged so 
they will expire at the same time and 
where possible are handled through 
a subscription agency at a reason- 
able saving in cost. This, of course, 
is only a part of the total saving 
which comes from uniform handling 
at one time rather than continued 
handling throughout the year. 
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“Stuffers” in the Mail 


We have a Scotchman among the 
officers of our company who insists 
upon cluttering up every outgoing 
letter with a lot of envelope stuffers 
and miscellaneous junk, which to my 
mind interferes seriously with the 
correspondence. In fact I have had 
to prepare so much of this that I am 
now dead set against any extrane- 
ous matter mailed along with busi- 
ness correspondence. 

Have you any comment to make 
regarding the trend in this type of 
parasitical literature? 


ADVERTISING MANAGER. 


There can be no doubt that a lot 
of miscellaneous literature included 


with business correspondence is dis- 


———— 
——_——e 


tracting. On the other hand, whey 
everyone is having difficulty making 
the appropriation cover the neces 
sary ground, some effort along this 
line is desirable. 

For instance, a single sheet o, 
folder interestingly prepared shoulg 
not be objectionable. A _ blotter, 
which has a practical use, is oftep 
welcome. 

However, if you feel that standarg 
material of this kind is distastefy) 
because you have done too much of 
it, you might try a series of very 
small folders which occasionally 
have been used by others with very 
good results. Usually they are kept 


by the stenographer and clipped to ° 


the letter. They include comment 
on various features of your service 
or tell a word or two about some 
other products. 

These are perhaps 2”x2%” folded; 
in some cases the message is printed 
on a single small slip of paper which 
is folded over the edge of the let- 
terhead. One or two words for ip- 
terest appear on one side of the fold 
with the short message on the other, 

Most of us have so many things 
to say to our friends and customers 
with so little money for putting over 
the idea and for postage that thege 
tiny messages are probably worth 
very much more than they cost and 
are so small and unassuming that 
they do not cause adverse criticism, 


500 


products we've 
helped to sell 


IT HERE just isn’t any 
substitute for experience, 
and when it comes to indus- 
trial advertising service, 
lack of experience is sure to 
mean lack of adequate re- 
turns on the advertising in- 
vestment, 


Through our work for more 
than 30 regular clients, we 
have learned much in a wide 
variety of fields—and about 
the selling of many products 
—500 of them are produced 
and sold by our clients. 


By looking through this list, 
an executive interested in 
finding an industrial agency, 
ready-made to help him 
quickly, could mighty soon 
tell whether or not this is 
the agency he wants. 


We'll gladly arrange an op- 
portunity with this end in 
view—without imposing any 
obligation to go farther. 


0. 8S. TYSON 
AND COMPANY, Ine. 


CLASS & INDUSTRIAL 
ADVERTISING 


230 Park 
Avenue 


Member A. A. A. A. 


TYSON-RUMRILL ASSOCIATED 
41 Chestnut St., Rochester, N. Y. 


a 


——— 


The o 
awe 1] 
lished | 
were 8 
at @ 

suggest 
sales P 
manage 
sider t 
bility | 
ing a 8 
ual—a 
whicl 
salesn 
never | 
plied. 

The 

and si 
motion 
were 

treasur 
forepar 
onto ev 
gamble 
that tl 
reason: 
increas 
“Wel 
asked © 
don’t s 
Many 

office u 
ing m 
they s 
the ci 
What 

I have 
“Goc 
needed 
manag 
“We 
have | 
someti 
sales 1 
and r 
ing di 
accom 
which 


“Sp 
the p1 
man, 
haven 


my a hr sat Cae re ae oe oes % | “ke 47. 91 ae ye oe > * 
apes Stig? HOI Poe ae oe 2 De ise ek Re fem soe alge eg P= ; : es ee es ‘ 3 
aS ee ‘ 
: SS ee ee | Novem 
i 12 To 
- i —_—_—,_———_— __-\ ————————???”_l kee _ OO 
. we s = 
TAY 
= = 
7 Fee . 
r— 4 ~ 
SP ee 
 £aP.' \ 
ahs | 
a ee 
ae ah 
ee 
Fis saphes 5 OO 
perl ; 
ie alee bas) ce 
} it ha I wike 
— | | Bs PE ate 
| ww 
i 
- Ws 
oy my , 
ta iia ~ c 
Rh en 
oe ee fore? 
oe Sie 
e when 
a us in 
ee of ou 
: | | FC “re 
en need 
S25 stanc 
ee Suc 
er Indiv 
solut: 
ac | | their 
oa NS SSS | ies 
a 
Sa venti 
whic! 
sente 
plain 
: and 
i 
as a sa 
: you 
of 01 
- the 
ee reali 
aan help 
3 ers — 
| sey.” 
Foot In 
agre 
prod 
Pe pect 
bas 
Po sam 
' pou 
are, 
of | 
sale 
B 
of 1 
of | 
TON z 
New York, “W 
| wy. | tht 
F 
equ 
Pe pe 
ee 
fine 
Po | — ing 
a 
_ wae ace : Annie cen od A. ag ia , mat oe Sg sae are oe Sask ae: : Ps < oe | 2 paced ae Pee reg wir oe 
ees ca ie a 5 a a A Eo a a 5 i eI a oe ea ee eo, Nee. le eet ee jouer ek es mes: Gia saa 
. 2 a Oe Oc: OP re ee ee, ae = bc ee ee ee Bitlis is ii: a eee Pec a) een 
+. ‘a Perea es ee ae hee Cary leet “at oeier pete ir A pag TIS Ee aE Ss gs ee RS ag ee eek) = SC ee in? - + 


} 


November 4, 1933 


ADVERTISING AGE 


13 


You've Got 


If You Want Gold 


For Sa 


BY ARTHUR 


The officials of 
awell-estab- 
lished company 
were sitting in 
at a meeting 
suggested by the 
sales promotion 
manager to con- 
sider the possi- 
pility of build- 
ing a sales man- 
ual—a tool with 
which their 
salesmen had 
never been sup- 
plied. 

The president 
and sales pro- 
motion manager 
were “sold” on the need. The 
treasurer, like all treasurers in the 
forepart of 1933, was anxious to hang 
onto every penny, but a good enough 
gambler to vote “yes” if convinced 
that the investment would yield a 
reasonable return in the form of 
increased sales. 

“Well, what would you put in it?” 
asked a division sales manager. “I 
don’t see the need of this expense. 
Many a night I’ve stayed in this 
office until eight or nine o’clock giv+ 
ing my men the information that 
they should have. That hasn’t cost 
the company any money, either. 
What would you give the men that 
I haven’t already told them?” 

“Good performance facts are most 
needed,” replied the sales promotion 
manager. 

“Well, let me show you what I 
have gathered and used myself for 
sometime,” replied the divisional 
sales manager, who went to his desk 
and returned with a folder contain- 
ing data on results of installations, 
accompanied by charts and diagrams 
which he had prepared. 


President Sees Light 


“Splendid material,” commented 
the president, who is a master sales- 
man, “but why in heaven’s name 
haven’t all of us here seen it be- 
fore? And why hide it in your desk 
when it could be making money for 
us in Chicago, or St. Louis, or any 
of our other branches? 

“If anything convinces me of the 
need of an organized, well-prepared 
sales manual, it is this very in- 
stance.” 

Such an incident is not unusual. 
Individual salesmen think of the 
solution of their problems as only 
their problems—seldom as one that 
others face. At a national sales con- 
vention of a chemical company at 
which a new sales manual was pre- 
sented to the sales staff and ex- 
Plained in detail with the request 
that the men co-operate in gathering 
and forwarding additional material, 
a salesman said, “Well, I see that 
you have used my report on the use 
of our products in cranberry bags on 
the Pacific Coast; I never before 
realized that this information might 
help you fellows who call on grow- 
ers in Massachusetts and New Jer- 
sey.” 

In some industries, as a result of 
agreement on codes, uniformity of 
Products and prices adds a new as- 
pect to selling. 

“If my competitor’s prices are the 
Same, and he is using as many 
pounds of iron in his product as we 
are, how am I to show the superiority 
of my product?” recently asked a 
salesman of his sales manager. 

Besides the essential description 
of the product and price, a wealth 
of sales values may be dramatized 
in performance of the product. 
“What will it do for me?” invariably 
thinks the prospective buyer. 

Few salesmen, however, are 
equipped with performance facts so 
arranged that they can immediately 
find a case parallel to the problem 
of the prospect, or even a case apply- 


ratories or staffs of engineers, testi- 
monial letters with some real facts 


to Dig 


les Manual 


W. WILSON 


in them, charts and graphs, all can 
be used to advantage. 

The organization, ability of per- 
sonnel, policies and methods of the 
house, well-organized customer classi- 
fications—all of these help build “‘in- 
tangible” values around the product. 


What a battle we had with the 


staff of one chemical firm to get 
them to realize that the written 
experience and background of each 
key executive possessed real sales 
value! 
the part of the men who had an im- 
posing background, perhaps a feeling 
of unfavorable comparison on the 
part of the others. 


Perhaps it was modesty on 


At any rate, a 


positive order from the president 
forced the recalcitrant ones in line, 
and finally a page was prepared for 
each key executive, outlining his edu- 
cational and business history. His 
photograph, too, was included. (Old 
stuff to a publisher, when he talks 
about his editors—but new to these 
chemists.) 

Six months later a new man came 
to take charge of this division of the 
company. Here’s what he reported 
a few months after he had been on 
the job: 

“I decided I was going to find out 
why our house could not sell fifteen 
major concerns which should be cus- 
tomers. I took the sales manual out 
with me, even though it was pre- 
pared for an industry other than the 
one I was calling on. 


“I showed these prospects photo- 
graphs of our plants and the product 
in course of manufacture, the tests, 
etc. Then I dramatized the fine staff 
of experts who originate our prod- 
ucts. Some of the prospects made 
comments such as ‘Why, yes, I have 
read your Mr. So-and-So’s articles 
in the trade press,’ or ‘I know Dr. 
So-and-So of your staff.’ The result 
was that these prospects got a new 
and different viewpoint about our 
company and the men who are oper- 
ating it. 

“Today twelve of those fifteen 
houses are on our books. One alone 
has contracted for enough this year 
to pay for the cost of the sales 
manual many times over.” 

‘With the tempo of business in- 


(Continued on Page 15) 


been since 1884. 


bition. 


ing to the same industry. 
Reports of users, of outside labo- 


AUTHO 


nation’s outstanding technical ed- 
itors ‘and is the only publication 
issued that existed prior to prohi- 


It is a tried and true friend circu- 
lating among old friends and gives 


RI 


Today—with repeal a week away—Mida’s 
Criterion is the leader in its field as it has 


Mida’s Criterion—has the pre-war edi- 
torial staff with the addition of the 


TY S 


AWOL cera lyr 


i 


— 


E 1884} 


complete coverage of all distilleries, winer- 
ies, importers, wholesalers and rectifiers. 


Already over 100 progressive advertisers 
are capitalizing on this tremendous new 


MARKET DATA 


The 1934 Wine and 
Liquor Market Data 
Book, compiled by the 
editors of Mida’s Cri- 
terion, is now ready 
for distribution. Free 
upon request. 


Published by 


Daily News Plaza, Chicago, Il. 


Also publishers of 


FOOD & SERVICE, OIL & SOAP, ART OF MOSAICS & 
TERRAZO AND THE ENAMELIST 


ROADS & STREETS, WATER WORKS & SEWERAGE, 
BREWERY MANAGEMENT & ENGINEERING 


market through Mida’s Criterion. 


You are invited to take full advan- 
tage of this remarkable medium 
and to call on us for market data 
and other needed service. 


GILLETTE PUBLISHING COMPANY 
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CLASS & INDUSTRIAL MARKETING SECTION 


November 4, 1933 


~~ 
a 
. *e . . . . 
A Classified Advertising Section for Industrial, Trade & Class Publications 
Automotive gene fentabtiched 1926), and The Price Current- must be received 10 days preceding. Type page, TELEPHONY Thursday. Last forms close Saturday noon 
ond and fourth Wednesdays of each month. Binal | $207 19 tien $435 56 “times, 640; 0% times, “sas, | Hublished every week on Saturday by Telephony | Ing publication date. Type page. F104 
» ; > 3 ‘ ; 52 . $35. | p, , : . . 3 ; . 
8. A. E. JOURNAL forms close Saturday preceding publication date. | Qne-half page, 1 time, $25; 13 times, $22.50; 26 pag Bn Ay a os ba wl rate, $130; one-time half-page rate, $80; 12-tiiee 
Published monthly. Forms close 15th of month pre- | Paid circulation exceeds 5,000; total, 6.000. To op- | times, $20; 52 times, $17.50. One-quarter page. | Dhone industry's news and articles on plant, trame, | balf-page rate, $65. Discounts to recognized agents 
age, 7x10. Twelve ti oan fate erators of grain elevators, feed grinding and mixing] 1 time, $12.50; 13 times, $11.25; 26 times, $10; | Commercial and engineering subjects. It 1s there. | {urnishing contracts and copy service; circulaticg 
Sise, "he If- hy = $90 quarte mss. » B+ Plants, fleld seed handling and processing plants. |52 times, $8.75. Agency commission, 15%, when fore read with interest by everyone in the telephone | St@tement furnished on request; subscription prigg 
rad . page ome, quest pee. © Pang a These fields are reeognized as the largest users of | bills are paid in full by 10th of month following business, including executives, managers, engineers, | $4- 
Sethe automotive. ‘industry The Journal is the of- pe ge a ns = seed — invoice. No cash discount. Representatives, 343 8. | plant men, chief operators, wire chiefs and linemen. —. 
° nen n 3 a] 7 ° . . . 
Geial organ of the Society of Automotive Engineers, | hamiline and a_i a Me ge EY = Pomben St. Romm 18i8, ( ajeaen, _Webesh apes Subscription. $3 per year. Type page, 7x10. Circu- | Tractors 
i e D . y. D lation, 5,815, divided: Bell companies, 868; Inde- 
whose members are interested in the design and con- | for the grinding ard mixing of feeds. Ashland 4-0686; 155 Montgomery St., San Francisco. pws . oe —— 
struction of passenger cars, motor trucks, motor ; ateemandinabed pendent companies, 4,947. All regular advertisers 
eoaches, stationary engines, tractors, aeroplanes, mo- are entitled to complimentary copy of Telephony's FARM IMPLEMENT NEWS 
ir poste ond oxslomens used i connesties erent. | Hotels AMERICAN PAINTER AND DECORATOR — | Directory. couining complete Hist of telephone ex- | 81 8. Dearborn St., Chicago. Eatablished 18, 
° " " : . rade in farm operating equipmen " 
Inc., 29 W. 39th St., New York, City. Advertising cue IUEn Ganmnenae Oe ee ae, a By nn sample copy and breakdown circulation statement | ing implements, hardware, tractors, Tractor caulp. 
fepresentatives, A. J. Underwood, General Motors . ly; onth. on request. ment, engines, lubricants and motor trucks. Issued 
2 " close i5th of preceding month. Type page, 7x10. . 
pide. eee E. L. Carroll, 29 W. 39th St../950 Merchandise Mart, Chicago. Published 15th Advertising rates: One page, 1 time, $220; 12 times, | mor riles ng ag oa nnn 
of month. Forms close Ist of month. Type page. | iss; 2 pages, 1 time, $440; 12 times, $300; two- x Ne ee hh yp SR + SP 
Hey = ype, nee $138; Dalipese. Ste: | thirds page, 1 time, $156; 12 times, $138; half- general tractor field. Far tn the lead = tr Ss 
Baking = ™ a ew $60, | dls: page, 1 time, $132; 12 times, $110; one-third equipment advertising Read by all tractor m; 
ical’ Joursal. Has, held “the ‘condones sma euwect | Dage, 1 time, $85; “12 times, $72. Combination] AMERICAN WOOL AND COTTON REPORTER | fivtirors. Has national jobber and distributer at, 
° nical journal. Has held the confidence and respect | rate: 12 pages consecutive in one year in combina- o . . 
BAKERS’ HELPER of its field for 40 years. Read and kept for refer- | ¢; eit Amant Paint & Oil Dealer, $300 530 Atlantic Ave., Boston, Mass. ‘‘The recognized | culation. Dealer circulation covers best tractor ter 
Meicone Meow York, W. F. Le ence by most of America’s leading hotel men. The | #0" yee beg Paes . | Organ of the cotton and woolen industries of Amer- | ritory. Also issues Tractor Field Book, annual, 
Se ©, Welle B., Cutooas. Now Tor subscribers represent roup directly responsible for | Ag*McY commission 15%, when bills are paid in| ica** Member A. B. C. Published weekly; issued | July 
gett, 10 E. 39th St., Caledonia 5-5503 Established the spending of almost aebiltion dollacs seerly, Mem. | full by the 10th of month following invoice. No , = ° . 
1887. The os. American swe . ame ber kB *° ona rn 3 P Write Po adit Bu. cash discount. Representatives, . Dearborn 
7 . B&B © > « 
Soller ona <- - 4 A-——B 4, Eminent authori- | feau of Circulations’ statement, John Willy, Ine., ng | a * Sies Now Tow Ce FUR, 
ties on staff. Circulation—87‘> directly into bak- publisher, land 4-0686; 155 Montgomery St., San Francisco, 
eries. a gy Sm ge coacins major naveng Cal. 
er of the industries neludes most prominent : 
Srertionrs. Reaches bakery buyers at low cost per | {dustrial 
thousand. Bakery experts analyze and make baking Paper 
tests. sues an other eg 4 ay close 4 MANUFACTURERS’ RECORD > ] 
7 eding. age, 7x10. ‘age rate: 
times Prsi00; 13 times, $110, Half-page. rate: 26 | Baltimore, Md. For 50 years South's leading in-| ENVELOPE & SPECIALTY PAPER INDUSTRY 
times, $55; 13 times, $62. Subscription, $2 a year dustrial, consiruction and business paper. Published] (g5 N. Wabash Ave., Chicago. 
Member rq B. P. and ‘A. B Cc sal “| monthly Sth of each month. Forms close 8 days 
ea ihe preceding. Type page, 7x10 inches. Financial and 
special one-time advertisements, $150 a page. One- ban as 
BAKERS’ REVIEW time pase rate, $126; i8-page gate, $06; 12-page Printing e 
. eo, | fate, . No commissions. ubscription price, 
Bons “bs. ‘bccDowell, ‘manager, 11° 8 Chicago omc’ | $2... Distribution, 10,000 copies monthly, of which THE INLAND PRINTER 
Established 1898. Filled from cover to cover with | 85% are South. Reaches executives and operative 
brief, authoritative articles, everything in as con-|Mcials of South’s important industrial, railroad, | 205 W. Wacker Dr., Chicago. Established 1883. 
else and quickly, assimilated form. Complete cov- | “nancial, public utility, engineering and construc- | Che practical national business and technical jour- 
erage—over 30,000—reaching every bakery owner in o eS eae. — wal for executives and employes of the printing 


the country at lowest rate in this field, four-tenths 
of a cent per er. Maintains laboratory for bak- 
ing tests supervised by chemist and practical baker. 
Published monthly on the first. Forms close ten 
days preceding. eve pee. 4%x7. Page rate, 12 
times, $120; half-p $70; quarter-page, $45. 
Member Controlled Circulation Audit. 


BAKERS’ WEEKLY 

45 W. 45th St., New York; Chicago office, 360 N. 

chigan Ave. Published every Saturday. Subserip- 
tion, $2 a year. Forms close 10 days in advance 
of publication. Rates: less than three pages used 
} a one year, a" 4 - page; 52 pages within wed 

100 a page. page s 

ir * Burese’ of Circulations and ‘Associated Busi- 
mess any Ine. It serves ve? readers and ad- 
vertisers with a fully equipped laboratory e 
~~» bakery that is maintained in its New 


Breweries 


THE WESTERN BREWER 
per oar 1876), published by H. 8S. Rich & 
Co., 431 Dearborn 8t., Chicago, Ill. A mon 
journal devises to the brewing, bottling, pe prow 4 
and allied industries. Published the fifteenth of each 
month. Page size, 7%xl0% inches. Rates: One 
page, one time, by = times, $70; one-half page. 
one time, $60; _ $40; one-quarter page, one 
time, $35; 12 oe o 695; - 
time, $24; 12 times ‘915. ‘A 
be in publi ’ hands ten days prior to publication 
date if proof desired. Plates can be used if re- 
ceived five days prior to publication date. 


Coal 


THE BLACK DIAMOND 


A weekly journal reaching all branches of the coal 
_— published continuously for the past 45 
ears at Chicago; main office, Manhattan | a mH 
| oa offices, Whitehall Bldg. New York; 201 State 
Building, Pittsburgh; Boom 417, 622 
Cincinnati; Investment Building, Wash- 
Its vigorous editorial policy has made it 


.. dominating factor the trade. Size of page, 


charge of the South's important activities. About 
45,000 items are published annually in the Daily 
Construction Bulletin, which is sent to regular ad- 
vertisers to help them develop Southern business and 
wo subscribers, the annual subscription price being 
$10. Member A. B. C. Branch offices: New York, 
Chicago. 


Insurance 


and allied industries. Pre-eminently the most in- 
iuential magazine of its kind, containing depart- 
ments conducted by specialists. Published the Ist 
of each month; forms close 15th of month preceding 
date of issue; type page size, 6%xl0. One-time 


page rate, $170; 12-time page rate, $140; actual 
sworn net paid circulation, 8,748; subscription 
price, $4. Through the Inland Printer the adver- 


tiser reaches the actual buyer. Member A. B. C. 
and A. B. P. 


THE NATIONAL UNDERWRITER-ROUGH 
NOTES GROUP 


Including the National Underwriter, weekly, fire and 
casualty; National Underwriter, weekly, life; Insur- 
ance Salesman, monthly, life; Rough Notes, monthly, 
fire and casualty; Insurance isions, monthly, in- 
surance law; bg nd Insurer, monthly, casualty 
ealth Review, monthly, 
“Industrial Salesman, 
monthly, industrial life, health and accident. Totai 
circulation, over 70,000, covering home offices and 
agencies in all_ branches insurance in entire 
Unised States. Largest insurance publishing organ- 
ization the world. Several memberships in 

B. P. and National Publishers’ Asso- 
baie 13-2 to advertising agencies, 

except on insurance advertising. Offices: Chicago, 
Cincinnati, New York, Hartford, Indianapolis, De- 
troit, Des Moines, Atlanta and San ancisco. 


B. C., 
ciation. 


Liquors and Wines 


MIDA’S CRITERION 


Published by the Gillette Publishing Co., Daily 
News Bldg., Chicago. Served the liquor and wine 
trades for thirty- -five years prior to Prohibition and 
was the undisputed leader in its field. Mr. Lee W. 
Mida, the son of the original founder, and for many 
years co-publisher with his father, is the present 
editor-in-chief. Assisting him are a number of the 
old contributors, both in this country and abroad. 
Circulation—Complete coverage of the liquor and 
wine field, including distilleries, wineries, import- 
ers, wholesale liquor and wine dealers, and a select 
list of outstanding retailers. Weekly news service 
to advertisers. Due to the ever-increasing activity 
on the part of the trade rehabilitating plants, buy- 
ing old stocks, equipment, supplies, ete., the pub- 
lishers are furnishing advertisers with a weekly tip 
service advising of these activities. 


Batur Last forms close sday a 
ef issue.  subseription price, $5 per year. Lumber 
Construction Industries AMERICAN LUMBERMAN 


THE EXCAVATING ENGINEER 

South Milwaukee, Wis. Monthly. Deals with ex- 
cavation and allied subjects. Type page, 7x10. Two 
columns te page, each column 3y— inches wide. 
Halftones, 120 screen. Composition no charge. Cir- 
culation to highway, municipal, railroad, drainage, 
irrigation and all other contractors engaged in ex- 
cavation work, mines (open cut), quarries, sand and 
gravel, brick plants, government, state and munic- 
ipal engineers, logging construction, ete. Controlled 
circulation, part paid, part free. Sworn statement. 
Bpecial means of putting magazine oe camps and 
mines where work is actually going 0 Blank post 
cards in ‘oan number to facilitate “inquiry. Page 
rate, 


Dental 


THE JOURNAL OF THE AMERICAN DENTAL 
ASSOCIATION 

212 E. Superior St., Chicago, Ill., is the Official 

ti and has 


circulation, 
issued the first of each month. 
of month prior to publication. 
inches. Yearly rates: One page, 
$67.15; quarter-page, $42.50; 


Forms close first 
Type p pace. 4%x7% 
$112. half- pase. 
eighth- Ry $28.9 


Farm Implements 


431 8. Dearborn St., Chicago, Ill. Established 
1873. News of national scope embracing all branches 
of the lumber industry; primarily a principal's 
newspaper particularly edited for men who guide 
destinies of large enterprises. More than 100 paid 
correspondents located in the principal lumber pro- 
ducing and marketing centers supply late happen- 
ings each week, Special features provide merchan- 
dising ideas, legislation at Washington. transporta- 
tion matters, markets and news regarding lumber- 
men and lum concerns. Agency commission, 
15%, when complete plates are furnished, otherwise 
10% with 2% for cash. We invite inquiries for 
rates and surveys. 


Purchasing 


MACRAE'S BLUE BOOK 

(America’s Greatest Buying Guide.) Used by the 
most important of those who buy or specify in all 
lines of industry, including manufacturers, jobbers, 
steam and electric railroads, public utilities, con- 
tractors, architects, engineors, exporters, chambers 
of commerce, public libraries, ete. Circulation, 
13,500—more than 50 per cent greater than any 
somewhat similar publication. Over three thousand 
pages of valuable information, typographically com- 
pact. Pages, $375; half, $225; quarter, $125. An- 
nually, May 1. 18 E. Huron St., Chicago; 51 Mad- 
ison Ave., New York. 


Refrigeration 


ICE AND REFRIGERATION 


435 Waller Ave., Chicago. New York office, 520 
Singer Bldg. Published monthiy 
by Nickerson & Collins Co. The oldest and largest 
journal devoted to the refrigeration industry. It 
particularly covers the following fields: Ice, cold 
storage, packing house and allied industries. It is 
the official organ of 41 national, sectional and 
State trade organizations. It circulates among plant 
owners, plant managers, architects, consulting and 
Operating engineers. Forms close 15th of month 
preceding date of issue. One-page rate, $110; three- 
page, $99; six-page, $93.50; 12-page, $82.50. Rates 
based on ower of space used within 12 months. 
Type page, 7%xl0% inches. Circulation sworn, 
net paid, 5,943. Subscription price, $3 per annum. 


Restaurants 


THE AMERICAN RESTAURANT MAGAZINE 
The magazine for eating places. Published by 
Patterson Publishing Company, 5 S. Wabash Ave., 
Chicago. Has larger circulation than any other 
publication in the field—this is concentrated among 
those restaurants—doing 78% of the total business. 
Its purpose, by examples and experiences of res- 
taurant owners, is to teach better and most suc- 
cessful operating. Read by owners and buyers of 
servies restaurants, cafeterias, lunch rooms, tea 
rooms, school and industrial restaurants, hotels, clubs, 
etc. Published monthly. Forms close 15th of pre- 
vious month. Type page, 7x10; three columns to page. 


Rates: $180 per page; halves, $110; quarters, $55; by 
the year. ona wean price, $3 per year. ‘Agency 
commission. 15%; 2% cash discount. Total distribu. 


tion, 12,033. Members of the A. B. Cc, 


Milk 
MILK PLANT MONTHLY 

327 S. La Salle St., Chicago. Covers fluid milk 
industry. Read by milk plant owners, executives, 
scientific and technical staff, managers, etc. Pub- 
lished on the 5th. Forms close 15th preceding. 
Type page size, 74x19. Subscription, $1. For- 
eign and Canada, $2. Member A. B. Agency 
commission, 15%, when Lills are paid in full by 


20th of billing month. 


One-time page rate, $100; 
half-page, $57; 


qQuarter-page, $35. Twelve times: 
I 


page, $85; half-page, $45; quarter-page, $26. 
serts 90% of earn Page rate. Representatives 
New York and San Francisco. 


Non-Metallic Minerals and Products 


FARM IMPLEMENT NEWS 


431 S. Dearborn St., Chicago. For manufacturers, 
jobbers and dealers interested in implements, trac- 
tors end other farm equipment lines. Issued _bi- 
weekly, Thursday. Closes 7 days preceding. 
page, 7234x1044. One-time page rate, $120. Mem- 
ber A. B. C. Issues Buyers’ Guide to Farm Imple- 
ments, annual directory. Also the Tractor Field 
Book, issued annually in July. Recognized nationa) 
paper of this field. Established 1882; oldest in the 
field. First publication on nine out of ten lists. 
d by most of large foreign implement import- 
ers all over the world. 


Funeral Directors 


THE CASKET AND SUNNYSIDE 


487 Broadway, New York. Established 1871. Old- 
est funeral directors’ and embalmers’ journal in the 
world, and the only semi-monthly. Carries all news 
pertinent to the profession, exclusive educationa] 
articles by recognized authorities and special fea- 
tures. Its high subscription rate assures a con- 
stituency composed of the more successful practi- 
tioners—the best prospects for advertised goods. I 

type page (9%x12% inches) provides 49 square 
inches more display =, ~¥ that of contemporary 
journals, assuring economy in space buying without 
sacrifice of display. Published 1st and 15th. Forms 
close two weeks in advance. Page, $125; half-page, 
$43.75: eighth-page, $25. Yearly 


ROCK PRODUCTS 
330 8. Wells St., Chicago. Devoted to the pro- 
duction of cement, lime, crushed stone, gypsum, 
phosphate, sand and gravel and other rock products. 
Circulation covers 95% of the tonnage and purchas- 
ing power of industry. Members A. B. C. and 
A. B. P. Pulished monthly; 


issued 25th of month. 
Forms close 10 days 


preceding publication date. 
Type page size 7x10. Advertising rates: times, 
page, $130; half-page, $70; quarter-page, $47 

eighth-page, $28; 7 times, page, $145; half- page, 
$80; quarter-page, $55; eighth-page, $35; one-time 
rates: page, $175; half-page, $95; quarter-page, $65; 
eighth-page, $40. Rates for covers, preferred posi- 
tions, inserts and color on epplication. New York 
Sine’ 250 Fifth Ave.; Cleveland, O., 522 Citizens 


Paint 


AMERICAN PAINT ane OIL DEALER 
3713 Washington Ave., St. Louis. Mo. Published 


monthly; issued Ist of elttietton month. Last 
forms close 15th of preceding month. Type page, 
7x10. Advertising rates: 1 page, 1 time, $188: 
12 times, $156. Two pages, 1 time, $376: 12 
times, $250. Two-thirds page, 1 time, $138: 12 
times, $112. One-half page, 1 time. $106: 12 
times, $94. One-third page, 1 eed $75; 12 
times, $643. Combination rate: 12 ages con- 


secutive in one year in combination with American 


$75; ert: page, Painter & Decorator, $300. gency commissioi 
4 times, 20%; 12 tienes, — A. times, } 15 when bills are paid in full by the 10th of 
5%. ency discount, 10% ubseription, $5. month following invoice. No cash discount. Rep- 
+ a of Audit Bureau of Circulations. resentatives, 343 S. Dearborn St., Room 1319, Chi- 
cago, rabash ee 51 Madison Ave.. Room 3102, 
New Yor! ty, phone Ashland 4-0686: 155 Mont- 
Grain and Feed gomery St., San Francisco. _ 
GRAIN & FEED oy Prpcnctag: 4p AMERICAN PAINT JOURNAL 
832 8. La Salle 8t., Ch of Grain | 8713 Washington Ave., St. Louis, Mo. Published 


lea; 
a (established i808). Amecienn 


Ke 
Grain Trade (established 1882); Grain 


weekly every Saturday. Forms close Tuesday pre- 


ceding date of issue. If proofs are desired, copy 


Roads and Streets 


ROADS AND STREETS 


has been the leader for years in advertising volume. 
It carries more than three times its nearest competi- 
tor. It is the only publication completely covering 
the highway construction and maintenance market. 
This $1,000,000.000 market is now showing the quick- 
est recovery. The twice-a-week construction reports 
published and sent to the advertisers of Roads and 
Streets tell the story and show construction equipment 
and material manufacturers where this money is be- 
ing spent. Write for a sample copy of these con- 
struction reports. Gillette Publishing Company, 400 
W. Madison St., Chicago, Il. 


Seed 


SEED WORLD 


Consider the seed trade and associate lines, serv- 
ing more than forty-one million customers, farmers 
and suburbanites. Seed World reaches retail, whole- 
sale and mail order seed merchants, florists, nur- 
serymen, hardware, drug and other dealer trade 
catering to agricultural ard horticultural require- 
ments. Seed World reader survey shows this to 
be an annual hundred millior dollar market. For 
illustration—fungicides and insecticides sales per 
year alone amount to $7,200,000. Publishing staff 
includes agricultural college graduates with U. 8. 
Department of Agriculture training, and 
practical business experience in their 
lines. Published every other Friday. Forms close 
Monday preceding. pe page, 7x10. One-time 
Dage rate, $110; 26 times, $75. Agency commis- 
sion, 15%. Subscription price, $2. Write for 
sample copy, rate card, circulation statement and 
copy of survey. Publish also annually Seed Trade 
Buyers’ Guide and Directory. 


en 
respective 


Telephone 


TELEPHONE ENGINEER 
(International Technical Journal.) 185 N. Wabash 
Ave., Chicago. Only monthly serving entire telephone 
industry, world’s largest utility. Annual equipment 
expenditure approximately billion dollars. Much of for- 
eign equipment purchased in United States. Monthly 
publication gives advertisers 30-day life. Moderate 


monthly appropriations assure consecutive contact 
with buyers. Reaches executives, managers, com- 
mercial men, superintendents, engineers, plant men, 
chief operators, wire chiefs, linemen. Articles on 


engineering, 


maintenance, management, 
practices. 


New modern cover, new typography, en- 
amel paper throughout command maximum reader 
interest. Because advertising pages share extraordi- 
nary reader influence, advertising effectively reaches 
those originating or specifying purchases. Adver- 


commercial 


tising rates and circulation statement on reauest. 


By Forrest U. Webster 


Advertising Manager, Cutler-Ham- 
mer, Inc., Milwaukee. 


The challenge which present day 
markets are sending forth is not so 
much a challenge to our skill as it 
is to our courage. The game of sell- 
ing today is the same old contest. 
The rules have been changed a bit 
it is true. The field of battle is a 
slippery, sloshing sea of mud instead 
of the clover blanket it was in 1929. 
But the fight it requires is the same 
as it always was—battering down re- 
sistance inch by inch, yard by yard, 
until the goal is reached. 

Selling is always a contest be- 
tween the force of attack and the 
strength of resistance. Time can- 
not alter this basic fact. It was true 
when the Arabs traded horses for 
women. It was true when they 
traded women for jewels, and jewels 
for gold. It was true when the white 
man found that $24 worth of glass 
beads was all the leverage it took to 
pry Manhattan Island away from the 
Indians. 


The buyer always puts up resist- 
ance; the seller must exert the force 
and lead the attack. And so I say 
the way to meet today’s marketing 
challenge is with courage. But un- 
fortunately, the majority of our in- 
dustries don’t seem to have the cour- 
age that it takes. It takes courage 
to appropriate money for selling. 
Perhaps in this case and under these 
conditions “courage” is a weak word. 
I would rather say that it takes 
“guts” and too few of our business 
leaders have what it takes. 


Initiative Paralyzed? 


The fear that has gripped the 
hearts of our business executives is 
a blind fear, but nevertheless it 
paralyzes the old initiative that has 
made American business leaders fa- 
mous throughout the world. 

That it is a blind fear is, of course, 


Industrial 


*An address before the Eastern 
Advertisers. 


the Big 
Bad Wolf 


my belief, but for the sake of argu- 
ment, let us grant that there is a 
cause for the fear. Let us grant 
that business in general should fear 
there perhaps will no longer be a 
profit in business, that there may 
be nothing but losses, in other words, 
that the present recovery program 
might fail. 

Even granting all this, I still think 
that this fear might well be over: 
shadowed by even a greater fear, 
and that is the fear of what might 
happen if the present recovery meas- 
ures do not succeed. 

Certainly it takes no prophet to 
foretell that no matter what ex- 
actly happens that the result will be 
the same, and that the carefully con- 
served surpluses or credits which 
are being hoarded in the banks to 
day against the proverbial “rainy 
day” will no longer exist to protect 
us. 

I feel, therefore, that it is best for 
our capital goods industry to gam: 
ble there is a market for capital 
goods equipment and to go after 
it. They should all play to win, in 
my opinion, because if everybody 
does not play to win, they stand to 
lose anyway. Keeping out of the 
game will not protect them. 


Do Your Duty 


As professional advertising met, 
we have a certain duty to perform 
under these trying conditions of to 
day. We are being paid to tell our 
executives, our bosses, if you please, 
what it takes to make them well; 
we must prescribe for them. And 
not until we have prescribed, cal 
our consciences be clear. 

If they refuse to follow our at 
vice, then their blood is on theif 
own heads. As physicians, we pre 
scribe bitter medicine; if they don't 
want to take this medicine, we have 
no means of forcing them to do it. 

We must point out the markets 
that are waiting for our companies. 
We must prove to our executives, 

(Continued on Page 15) 


Our coverage includes every indus 
ger or freight; public utilities; F 
etc. 


self-serviced fleets of ten or more automotive vehicles are reached 
monthly by 


FLEET OWNER 
90 West St., New York, N. Y. 


with a transportation pee roblem, either passen- 
eral, State, County and 


Whatever your product, if it’s used by the fleets, we 
probably have a survey that will interest you. Write for it. 


unicipal departments, 
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ADVERTISING AGE 
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EVERYBODY'S 
AFRAID OF WOLF 


(Continued from Page 14) 


fact by fact, and point by point, that 
there are markets there that can 
be won if they will have the cour- 
age to step out and sell to them. 

In many cases, it is difficult to 
make executives understand that 
selling is necessary. A great many 
of them are men who have come up 
through the ranks of production ex- 
ecutives. They have always found 
in the past that they could sell any- 
thing they made. Now they must be 
made to realize that they must sell 
the equipment before it is made. 
They must create markets just as 
they create new equipment. They 
must lay out on the “drafting 
poards” of their sales departments 
a design for the market of the ma- 
chine, at the same time the design 
for the machine itself is being laid 
out on the drafting boards of their 
engineering departments. 


Unfortunately, it is a human tend- 
ency to follow the crowd. A great 
many of our industrial companies 
have advertised in the past, because 
the crowd did it. Now they are re- 
fusing to advertise, because the 
crowd is not advertising. It is the 
“thing” to sit back and wait to see 
what is going to happen. The lead- 
ers have to show the way. 


New Leaders Busy 


Many of our large companies will 
continue to sit back until the lead- 
ers in their industries (and they may 
be new leaders) make _ inroads 
enough on their markets to call at- 
tention to the fact that the leaders 
have been advertising, that they 
have been selling, that they have 
captured more than their share of 
the market. Then we will find that 
the companies that have sat back 
and waited, will begin to advertise 
and will start to sell, but in the 
meantime, the leaders will be doing 
something else equally as much 
ahead of their industry. 

As advertising executives, we can- 
not afford to let our companies be 
among those who sit back. In this 
it is unfortunate that we are not 
assisted more by the people who are 
going to profit by the money our 
companies will spend for advertis- 
ing. 

I mean the publishers of the busi- 
hess magazines, the printers, the 
creators of direct mail. It always 
seems paradoxical to me that while 
the publishers are telling us that 
we should advertise in order to cre- 
ate new markets and hold old ones 
that they themselves are doing very 
little promotion. 

Once a company gets the courage 
to step out and meet the challenge 
of the market of “Come and get me,” 
then our skill as advertising man- 
agers will come into play. True, 
I firmly believe it is going to take a 
hew technique to sell this market; 


IN BUYER 
COVERAGE 


MACHINERY ’S New Deal in Buyer Coverage aims 
your advertising of shop equipment, unit parts or 
materials straight at the key executives, the active 
buying influence in plants which exercise over 93% 
of the buying power of the mechanical industries. 


MACHINERY’S New Deal commends itself to 
every discriminating advertiser and advertising 
specialist. It is based on the facts and findings of 
a two year market study. 
Write for the free booklet 
“Who Sees My Advertising.” 
MACHINERY, 140-148 
Lafayette Street, New York 
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for one thing we are not going to be 
able to play up the price idea so 
heavily. We are going to have to 
soft-pedal the labor-saving idea. We 
have a great job cut out for us in 
copy; we must continue, every one 
of us, to sell the idea of moderniza- 
tion, the idea of replacing obsolete 
equipment. We cannot selfishly 
stand by and advertise only the 
merits of our own piece of equip- 
ment or our one type of machine. 
We must join hands with our broth- 
ers in our industry to sell the idea 
of new plant equipment. 


BRITTON URGES 
TPA 10 FIGHT 
OBSOLESCENCE 


New York, Nov. 2.—The phrase 
“labor-saving equipment” is out of 
tune with the NRA and should be 
deleted from all advertising copy, 
Mason Britton, vice-president of the 
McGraw-Hill Publishing Company 
told the Technical Publicity Asso- 
ciation at its October meeting. He 
advised the advertisers to find a sat- 
isfactory substitute for the term 
without delay, suggesting “econom- 
ical equipment,” “efficiency equip- 
ment” and “profit-making equipment” 
as possible alternatives. 

Mr. Britton, who is NRA industrial 
advisor for the publishing industry, 
prefaced his discussion of the 
changes the NRA is making in in- 
dustrial advertising, with an account 
of how codes are drawn at Washing- 
ton and the principal points of the 
NRA program. 

This program, said Mr. Britton, is 
now at the most critical stage of its 
development. The greatest threat it 
faces is the non-cooperative attitude 
of labor. A possible basis for ad- 
justment of differences with this 
group is the formation of vertical 
unions of the kind favored by the 
NRA. 

Mr. Britton said bluntly that there 
was no prospect for the sale of capi- 
tal goods for expansion purposes for 
some time, and advised his hearers 
to concentrate on a marketing plan 
designed to bring replacement sales. 

“A very conservative survey of in- 
dustry of the United States shows at 
the present time 50 per cent of the 
equipment used in industry is obso- 
lete,” he said. 


Overlooking Opportunity 


“How many manufacturers are in- 
telligently going after that market 
right now? How many advertising 
men are directing copy specifically 
at that market? The answer to both 
question is, ‘Very few.’ 

“There is plenty of business for 
industrial advertisers if they would 
only get together in a concerted, in- 
telligent way and sell the idea of 
modernization. 

“They will be aided by the NRA 
program. Trade practices in prac- 
tically every code stipulate that sales 
cannot be made below cost and that 
uniform cost accounting must be in- 
stituted to prove that sales are not 
being made below cost. 

“Right now manufacturers are 
waking up to the fact that in order 
to manufacture and sell their prod- 
ucts at a profit, they must have bet- 
ter equipment. Here is your op- 
portunity.” : 

Replying to one of the many ques- 
tions asked after his talk, Mr. Brit- 
ton said he was of the opinion that 
the trend toward vertical unioniza- 
tion would sooner or later result in 


—... 


advertising men. 


the formation of a powerful guild of 


On this point, Mr. Britton assured 
the advertisers that nothing of the 


Another subject in which the group | kind, was contemplated, except where 
displayed great interest is the dan-| destructive competition was con- 
ger that the NRA would limit com-| cerned, the NRA hoping industry 


SALES MANUAL 


(Continued from Page 13) 


creasing, new salesmen will soon 
have to be added to the staff of many 
a concern or former ones called back. 
In many cases the men must be 
taught to sell new or vastly improved 
products—a fruit of every depres- 
sion. 


Training may be done after hours 
on a hit-or-miss basis, “at no cost to 
the company,” or it can be done as 
a recognized, essential part of build- 
ing a profitable sales organization. 


A good sales manual is the vital 
factor in training just as a good text 
book is essential to the student in 
school. 


A manual so built that it can both 
train a salesman and be used in a 
visual presentation to the prospect, 
is indeed a valuable tool, and a 
sound investment for a company to 
make. 


The tide of orders is beginning to 
flow in. The sales manager who has 
prepared his selling tools and 
equipped and trained his staff in 
their use enjoys a big advantage 
over the competitor who waits until 
“business is far enough advanced to 


petitive merchandising. 


will govern itself. 


warrant the expense of frills.” 


—_—_—, 


THE NEW GIANT INDUSTRY 


Is AWAKE! 


EATING and _ ventilating 

have taken a new lease on 
life. The industry is sitting up, 
looking and reaching for seven- 
league boots. Even the first 
Heating and Ventilating Exposi- 
tion in Philadelphia was visited 
by 57,000 important and inter- 
ested men. The performance 
was repeated at the second in 
Cleveland and now the third, 
coming to New York in Febru- 
ary of °34 shows every sign of 
smashing that record. Have you 
anything to show and tell these 
men? 


Not otherwise classified 


+ seh: hi Ris 
INTERNATIONAL HEATING & 


Who are they? Here is a condensed summary of 15,000 registrants: 
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ee re 
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(Detailed analysis on request) 


OULD you like them to 

see a demonstration of 
your products? Would you like 
to give over 60,000 of them an 
opportunity to see your product 
in one week? Would you like 
to be there to talk to them when 
they ask questions and tell you 
their plans? 


There’s only one answer if 
you make anything used for or 
in connection with heating, cool- 
ing, ventilating, air condition- 
ing. 


eee eee weet eee 


VENTILATING EXPOSITION 


GRAND CENTRAL RALACE 
 NEWYORK-NY 
February 5-9-1934 
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November 4, 193m 


DAINTEX SERIES 
WINS PLACE IN 
SELECT CIRCLE 


(Continued from Page 6) 


The company selected sixteen of 
the New England, eastern and south- 
ern states and the District of Co- 
lumbia, compiling a mailing list of 
the better laundries and rug clean- 
ers. The sources of the mailing list 
were a purchased list of laundries 
rating $10,000 or over and the Power 
Laundry Directory. The purchased 
list was checked against the direc- 
tory, the net result being a list of 
6,000 names, of which 7 per cent 
were rug cleaners and the remainder 
laundries, some of which also oper- 
ate rug departments. 


Planning the Letters 


Six cartoon letters were planned. 
Each carried a cartoon strip on the 
top fold, and each was printed on a 
different colored stock in two colors 
of ink. Each was enclosed in an 
envelope to match. The seventh let- 
ter did not carry the cartoon mes- 
sage, but was mailed in a novelty 
envelope, enclosing a business reply 
ecard. The seven letters were mailed 
two weeks apart, care being taken to 
avoid the first of the month flood of 
bills. 


The letters told laundry owners 
how to improve the quality of their 
work, thus holding present custom- 
ers and adding new ones. 

The cordial reception of these let- 
ters caused the company to mail an- 
other series of three. While cartoons 
were again used, they were printed 
on blotters matching the color of 
the letter paper. 

This series was followed by a 
miniature letter, which caused some 
customers to complain that they 
were unable to read it. This was an 
opening that the company’s salesmen 
took great interest in capitalizing. 
They called on the laundry owners 
and read the letter to them. 

The campaign involved 66,000 let- 
ters, for which total production cost 
was $1,042.57, or an average of 1.73 
cents a letter. Of the 66,000, 60,000 
were sent out bulk third class at one 
cent each; the 6,000 miniature let- 
ters carried 1% cent pre-cancelled 
stamps. This made a postage total 
of $690. 

The total cost was $1,732, an aver- 
age of 2.6 cents per letter—extremely 
reasonable in view of results. 


Zuck’s New Work 


G. D. Zuck, formerly advertising 
manager of the Weber Costello Com- 
pany, Chicago Heights, Ill., has be- 
come advertising manager of the 
Wilson & Bennett Mfg. Co., Clearing, 
Ill., makers of steel containers for 
oil, paint and other liquids. 

Trade journals and direct mail will 
be used in a new campaign to be 
released shortly. 


BORROWING LEAF FROM GENERAL ADVERTISING FIELD 


The professional gentleman who peers intently through a microscope in 

general advertising has his counterpart in this polarized light machine for 

the study of strains in metal. Crane Co., Chicago, which is said to have 

been the first to apply this principle in development of piping materials, 
is Bs the machine in its advertising. 


ABBOTT, KEEN 
ANALYST, DEAD 


New York, Nov. 2.—The steel in- 
dustry lost a keen student of mar- 
keting problems in the passing of 
Charles F. Abbott, executive director 
of the American Institute of Steel 
Construction, who died last week. Mr. 
Abbott, who was 57 years old, was 
formerly assistant general manager 
of the Art Metal Construction Com- 
pany, Jamestown, N. Y., in charge of 
sales. 

Though he disclaimed being an ad- 
vertising man, his analytical turn of 
mind made him a keen favorite with 
those actively engaged in that field, 
and he was called on for numerous 
appearances before advertising or- 
ganizations. 

As far back as 1927, he pointed out 
that there is no formula which will 
make every business house success- 
ful, but that market research comes 
closest to being the panacea. 

“The total number of corporations 
doing business in the United States 
in 1925 was 430,072,” he told the 
Fourteenth Annual Business Con- 
ference at Babson Park, Mass., in 
1927. 

“Of this number, 177,738, or 41.3 


TRACE WARK PEG US 


ECONO runt 


CATALOGS—SUPPLEMENTS—FORMS 
PARTS LISTS—ANNUAL REPORTS—ETC. 


This quick and economical lithographic method of fac- 
simile reproduction will help you make a substantial 
saving in time and money on many of your printing 
requirements—Eliminates engravings and composition. 


Write or phone us for samples 
and information about Econo-print 


Econo-print Department 


MAGILL-WEINSHEIMER COMPANY 
1322 SOUTH WABASH AVENUE—CHICAGO 
Telephone Calumet 7200 


PASSES ON 


Charles F. Abbott 


per cent, showed an aggregate loss 
amounting to about two billion dol- 
lars. The 252,234 successful corpora- 
tions made a profit of nine and one- 
half billion. Thus, for every dollar 
of profit made by American business, 
approximately 23 cents was lost by 
unsuccessful organizations.” 
Always Some Failures 


From this he deduced an eleventh 
commandment: “Establish the sales 
price on a proper basis and uphold 
that price. 

In an address before the Advertis- 
ing Club of Los Aygeles in the same 
year, Mr. Abbott reiterated his con- 
viction that the competition to be 
most feared is not that between 
manufacturers in the same industry, 
but from those in an entirely differ- 
ent line of business, who are offering 
their products as a substitute for the 
first. 


Plan “Fermentation 


Industries” as Annual 


Fermentation Industries will be 
published early in 1934 as a new 
cloth-bound annual. It will carry 
modern plant layouts; formulas and 
treatments; container variations and 
sales stimulation to brewers, distil- 
lers, and winemakers of the United 
States and Canada. 

The publishers are National and 
American Miller and Rock Products, 
both of Chicago. N.C. Rockwood and 
Newton Evans are the editors; L. A. 
Koch, business manager; W. B. 
Mayor, advertising manager, and A. 
G. Crane, special representative. 


Issue 23rd Edition 
of “Mechanical Catalog”’ 


American Society of Mechanical 
Engineers, New York, has issued the 
23rd annual edition of Mechanical 
Catalog, with an index to manufac- 
turers of industrial equipment, ma- 
terials and supplies. It is dated 
1933-34. 

An innovation is the introduction 
of half-pages. Says the Mechanical 
Catalog on this score: 

“The traditional minimum space in 
catalogs has been one page. A study 
shows that in some instances less 
space will serve—so half pages have 
been introduced in this issue. The 
manufacturer with only one or at 
best a few products does not always 
require a full page or more for an 
‘abridged catalog’ of his line. Half- 
pages should prove valuable for 
manufacturers who have small items 
or products to present.” 


“Industry & Welding” 
Adopts New Title 


With its October issue, Industry 
and Welding, Cleveland, changed its 
name to Electric Welding, more ac- 
curately to describe the expanded 
functions of the field it serves. 

Harold S. Card, former editor of 
The Welding Engineer, has become 
editor of Electric Welding. 


Pan-American Agency 


Pan-American Engineering Corp., 
San Francisco, maker of the Kraut 
Flotation Cell for use in the mining 
industry, has placed its advertising 
account with Warner-Clifton, San 
Francisco. Mining papers and direct 
mail will be used in a new campaign. 


Classified 
Advertising 


The rate for this department is 
cents a line (not agate line); mini 
mum, $2. 


Sales Manuals—Visual Portfoliog 
—Sales Tools. They increase salegj 
Let us prepare yours. Arthur Wy 
Wilson, 501 Fifth Avenue, New Yo 
City. 


HELP WANTED 


SALES MANAGER. Techni 
graduate experienced in selling tech 
nical products to industrial mang 
facturing companies. Headquarte 
Philadelphia. Necessary to travel 
about half the time through eag 
and middle west. Must be able t@ 
direct other salesmen. In reply stat@ oe 
age and previous experience. Bo =. 
1258, Class & Industrial Marketing, 


TECHNICAL ADVERTISING 


Graduate engineer, 10 years alll 
phases sales promotion. Expert og 
layout, copy, direct mail, catalogg 
technical art, etc. Requires mini 
mum explanation. Secures result™ 
economically. Reasonable fee per 
job, or part-time services. Vicinity 
N. Y. Write Box 1259, Class & Indug 
trial Marketing. 


Domestic Engineering 


Company Is F ormed 
On October 24, Engineering Publi 
cations, Inc., Chicago, purchased thé 
interest of F. P. Keeney and late 
sold Mr. Keeney American Artisa@ 
and Heating, Piping and Air Condi 
tioning. To avoid confusion, directorg™ 
of Engineering Publications, Inq 
voted to change the name of the comm 
pany to that of Domestic Engineer 
ing Company, which was done. 
Domestic Engineering Company 
will continue to own and publish D@e 
mestic Engineering, Domestic Eng 
neering Plumbing and Heating Cate 
log, Automatic Heat and Air Cond# 
tioning and Beer and Bar Equipment 
O. T. Carson is president of thé 
company. 


aes 
Bee 


Whisky Papers to 


Merge December I 


Effective December 1, Bonfortiii 
Wine ¢ Spirit Journal will be pula 
lished monthly by the Conover-Mast 
Corporation, New York, which # 
merging the paper with Modern Dit 
tillery. 

Horace I. Bowne, for twelve yeate 
prior to prohibition editor and gem 
eral manager of Bonfort’s Wine @® 
Spirit Journal, will edit the merged 
paper. Associated with him as teck 
nical editor will be W. E. Janes, @ 
Janes & Breckler, Louisville, Ky. 


Appoint Tyson 
A. S. Newmark & Brothers, man 
facturers of metal specialties, have 
appointed O. S. Tyson & Co., New 
York, as their advertising agent& 


Business papers will be used. 


—_— 


ODAY — 


Must 


Business 
to Best Interpret 
Their Problems... 


For interpretation of NRA codes, to 
follow the effects of A. A.A. acts, for 
news of government activity in par- 
ticular fields, business men must look 
to the business papers in their field for 
the facts. True, they get the general 
story through newspapers and general 
mediums, but for the unbiased facts 
as they apply to their particular busi- 
ness they have only one source, their 
business paper. 


BAKERS’ HELPER is relied upon by 
leaders in the baking business, those 
men who wield the buying power in 


€) BAKERSHELPER (i) 


“E MAGAZINE 7 BAKERY PRACTICE #{ MANAGEMENT 
Helping Bakers Since 1887 


330 S. Wells St., 


Business Men 


Rely on Theif£ 
Papers 


this 1% billion dollar industry. They 
are watching every issue for up-to-the 
minute facts about the industry's prob- 
lems. BAKERS’ HELPER is also inter- 
preting these facts in terms of their 
influence on the industry. 


The paid, non-premium circulation 
reaches the buying power among the 
7,775 bakers (Census figures) who do 
90.6% of the business. Now is the 
time to tell your sales story through 
well studied business papers such as 
BAKERS’ HELPER. 


Chicago, Illinoié 
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